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Sell these zippy neiii systems 
as ideal desktop replacements! 
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telling Smart To SOHO 
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WD Caviar Enhanced IDE Drives 


The best quality and reliability in the industry - available from Supercom 



Why you should be buying 
WD from Supercom 

Western Digital is an innovative leader in the hard drive field that 
provides exceptional performance, quality, and unsurpassed 
reliability in its WD Caviar hard drives. The WD Caviar 3.5-inch 
hard drives provide the performance, quality, and reliability 
required by today's high-performance Pentium, Pentium 
Pro and Power PC computers. These drives offer a full 
complement of features in a wide range of drive 
capacities, up to 4.0 CB, making the WD Caviar 
series powerful drive solutions for any need. 

CacheFlow4, CacheFlowS, Reed Solomon 17-bit 
on-the-fly ECC, advanced defect management 
guaranteed compatibility, universal 
translation, increased reliability, and 
advanced power management are but 
a few of the features that underscore 
the exceptional design of WD Caviar 
hard drives. The Enhanced IDE features 
on all Caviar drives support local bus 
IDE applications for the fastest host 
transfers. When integrated into PCI local 
bus environments, the performance levels of these 
drives are even higher. 

Advanced design, extensive testing, and state-of-the-art 
manufacturing yield highly reliable hard drive products. This award 
winning combination and our commitment to quality allowed 
Western Digital to offer the industry's first three-year warranty on its 
WD Caviar EIDE hard drives. The WD Caviar hard drives are fully 
certified to run Novell, Microsoft Windows 95, and Microsoft 
Windows NT 4.0 applications. 

The entire family of Western Digital IDE and Enterprise SCSI hard 
drives are available from Supercom, your source for quality computer 
systems, peripherals and components. Supercom's commitment to 
excellence delivers the products, pricing, service and support you 
need to help you keep your competitive edge. 
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15A+ MONITOR 


7M+ MONITOR 


14A+ MONITOR 


AZURA Monitor Series 

•Available in 14”. 15” and 17”; 

•.28mm dot pitch; 

•plug & play compatibility: 

•three-year limited warranty; 

•emissions (FCC-B, MPR-II); 

•energy consumption (EPA, Energy Star, 
VESA, and DPMS); 

•safety (CUL). 

AZURA Multimedia Monitor Series 

•Available in 15" and 17"; 

•1280x1024 (Ni); 

•digital microprocessor; 

•on-screen display; 

•manual degaussing; 

•speakers {2Watt x 2). 
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Make a Premium Choice! 



• The Intel Inside Logo and Pentium are registered trademarks and MMX " is a trademark of Intel Corporation • 


Choose premium quality from Comtronic that features components 
from the leading names in the business Acer, Intel and Western Digital. 

At Comtronic, vve strive on becoming your one stop solution center with prices that will 
leave you with plenty of margin. This is our way of helping your company build a successfiil 
business. We offer brand names of known origin, reliability and compatibility. All systems 
comes with Comtronic fiill warranty and support. So, make Comtronic your premium choice! 


Call 1-800-297-5505 Today For An Authorized Comtronic Distributor Near You! 
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Kudos and Criticisms 


Kasparov Versus 
Deep Blue 

The chess world took 
something of a blow last 
month when world 
champion Garry Kasparov was defeated in 
a six-game high-publicity match against 
IBM's pride-and-joy: Deep Blue, a 
RS/6IKXI SP-based computer system. Until 
now a che.ss Grandmaster could always tri- 
umph over u mere computer — due to the 
strategic, intuitive demand.s of the game. 

Deep Blue boasts massive program- 
ming power, capable of calculating 201) 
million positions per second, applied 
against an extensive database of chess 
moves and strategies. 

"Man enjoys competition with his 
tools, and there's no more exciting tool 
than the computer," said Monty Newborn, 
a professoral McGill University, and chair- 
man of the ACM Computer Chess 
Commiliee. In fact. Newborn said he 
remembers the days when 
people would watch races 
between horses and cars. 

And while .some people 
were no doubt saddened 
when the fastest horse could 
no longer keep up with the 
newfangled auUimohile. it 
was not such a tragic event 
as to cause humanity to pass 
on the chance for faster, me 
travel opportunities. 

Deep Blue is an example of signill- 
cant research that will be applied to other 
calculation-intensive applications such as 
drug rcscaa'h. to allow rapid calculation of 
various reactions and scenarios, before 
even initial drug testing begins, explained 
Murray Campbell, a research scientist at 
the IBM T.J. Watson Research Center land 
a University of Alhcna graduate). 

Innovation rushes onwards. This 
issue, be sure to check out some of the cur- 
rent technologies highlighted in Cunculiaii 
Computer Wholesaler, such as "The 
Graphics Game — How To Play. How to 
Win.'' page 22: and our special Lah Test 
report on powerl'ul desktop rcplacemeni 
notebooks, starting on page 32. 

Looking to the future, fascinating 
re.search is going on at IBM called the 
Human Modem, or the Personal Area 
Network the PAN. At a recent demon- 
stration, one person stepped onto a small 


e meaningful 


device. A second per.son stood on another 
device. They Joined hands, and immediate- 
ly a message Hashed on the screen, as the 
data was carried through their bodies, by a 
minute electrical current (one nanoamp). 

According to IBM spokesperson 
David Yaun. the research may someday be 
adapted towards allowing a consumer to 
aulhori/c a iransaeiion by touch (assuming 
their credit card or device was on their 
body); or to transfer other pertinent infor- 
mation via touch. (Patient records could be 
immediately accessed by medical profes- 
sionals, by touching that person.) Yaun 
also .suggested that perhaps instead of com- 
plicated .security systems and pa.s.ses; secu- 
rity-conscious buildings could recognize 
employees and unlock the appropriate 
doors as they walked through the building 
and touched the handles. 

Not All Innovative 

Comdex/Canada's new age rcsiric- 
lions can hardly be called 
forward-ihinking, as now 
attendees of less than 21 
years will no longer be 
allowed on the tradeshow 
lloor, in the stated goal to 
raise the "quality of 
attendees." (Plea.se sec 
''Comdex/Canada raises 
the bar." page 14.) 

And this from an industry which .saw 
Bill Gules start up that heavyweight 
Microsoft Corp. at the lender age of 19. 
And with the prevalence of Web develop- 
ment. increasing numbers of keen young 
people have been playing significant tech- 
nology roles for corporaiions. 

Do you have at least one suh-2 1 -year- 
old working on your premises'.’ How do 
you feel about the fact that those members 
of your staff wouldn't be welcome on 
Comdex's show noor? 

This i.s short-sighted. Many of the 
young people who are being .snubbed and 
perhaps humiliated by this exclusion will 
in a short year or two hold responsible 
positions in this industry: make significant 
prixluci purcha.scs. further as-yei-uncon- 
ceived technological innovations, and even 
b(K>k floor .space at computer irudeshows. 
Who will have the last laugh? HW 
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Where’s the hest place 
to find companies 
that are making money 
on the Internet? 

@ Canada 


See how real companies are doing real business on the Web. And how your customers 
can do the same. If you are involved in planning the I/T needs of your customers’ 
organizations, IBM’s “e-business Forum” will give you the tools to capitalize on Internet 
opportunities right now. Forums will be held in: 

Calgary, June 10 
Toronto, June 18 
Vancouver, June 24 

Reserve your spot. Call 1-800-IBM-4YOU (426-4968), or visit www.ibm.com/ebusiness 
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LETTERS TO THE EDITOR 


E-mail in your ear 

It was bound to happen. In a world where you 
can receive your E-mail on your computer, on 
your fax and even read over the phone by a 
machine, it is now possible to receive your 
E-mail on your cell phone screen. 

Recently. Camel AT&T introduced its 
Digital Personal Communications Services or 
PCS- 

Digital PCS i.s simply the marriage of a 
cell phone and an alphanumeric pager — plus 
a whole lot more. The feature which 
impressed me the most about PCS phones 
was the E-mail. As anyone who keeps up with 
these gadgets can tell you. E-mail-to-pagers 
isn’t new technology. Real Estate profession- 
als have already discovered the value of 
receiving timely requests while never having 
to touch a computer- PCS phones continue 
this advantage while at the same time contin- 
ue to present the disadvantage of limited mes- 
sage space. Messages must be kept within 
150 characters. Thai's characters not words. 
This equals about two to three sentences. If 
the message reads, -Urgeni. Call hack Bill 
Smith 555-1234. Himl.i to make Mg pur- 
chase!." there's no problem. If the message 
reads, “Hi John.’ How aiT the sales calls 
going today? Too had its raining. Guess 
what?! You will never guess who just called 
the office! It iva.? that guy who." you are left 
helpless us the little green screen mocks you. 

To receive E-mail on a PCS phone, the 
sender simply sends a message to the cell 

Correction: 

In our April issue. CCiV listed Latin 
America among markets served by .sub- 
sidiaries of distrihutor Glahelle. In fact, 
Globelle addresses that market through a 
partnership with NelSol International Inc. 


number plus the domain@pcs.canielatt.com. 
for example. 6l)44311400@pcs.cantelatt- 
com. A second method is to visit the Cantel 
AT&T Web site at htip://www.cantelati,com. 
The advantage to this method is that it will 
keep the 150-characler limit in check (unlike 
your E-mail software). The final method, 
which is also new and interesting, is you can 
now send a message from the modem in your 
computer without an Internet account. Cantel 
AT&T has made software available where a 
computer can connect locally (in major areas 
such as Vancouver) to send the message to a 
PCS phone. 

The cost for all this new technology? 
Le.ss than you would think but not cheap. 
First of all, you will need to throw out that old 
analog cell and purchase a spanking new 
Digital Nokia 2 1 60 or Ericsson DH3 1 8 with 
the larger screens. 

The real kicker is the number of mes- 
sages you can receive. Only KH) E-mail, 
numeric OR voice messages! Well that 
should last us about three days! Further 
E-mai!/mes.sages are charged at $.10 each. 
Forget about forwarding mailing list mes- 
sages or any other usual message. The system 
should probably be left as a "page-me" 
E-mail address only. 

Cantel AT&T is now running a TV spot 
promoting this service with a young guy 
telling people at a party he just got E-mail on 
his cell. He doesn’t seem to cure what it says, 
he Just thinks it's cool. Well, maybe that’s the 
whole point here. DM 


Robert Sanzalone 

Internet instructor and consultant 
genkKaigenki.net 


CCW Bulletin Board 


System upgrader seeks 
software supplier 

I have been upgrading computers for two 
years now. and would like to add software 
sales to my business. 1 am having trouble 
finding wholesale software suppliers. I have 
searched on the Web, but gel specialized soft- 
ware suppliers- I need an up-to-date variety 
Jike Education. 0/S. Games, etc. 

Can you point me in the right direction? 
Preferably (that would be) a Canadian whole- 
saler software supplier from which you don't 
have to order in bulk, as I am home-bused and 
don't have a lot of storage space. I order as 
the customer needs it. 

Wanda Torey 
Fax: (250) 3JR-7266 


Editor's Note: Yoa can find a number of 
poleniial partners ri'o our on-line sourcing 
directory, at htlp://w\\w.ccwmag. com. And 
please keep an eye on that ivsouice: as ive 'll 
be working to further improve its value la our 
readers over the coming months. 



We nvlcome your letters on 
inditsuy is.mes and concerns, 
as well os your comments on our maga:ine. 
We ivserve the right to editor your 
contributions for length and clarity. 

Please write to The Editor, ri'o E-mail at 
ccwi^Wp.ca. (irj'ax: (604) (i/M-2l5iV6. 
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_ INDUSTRY FLASH 


.INDUSTRY FLASH! 


Gateway 2000 said ‘no’ 
to Compaq merger 

(NBl — Gateway 20(X) just said no to a merg- 
er with Compaq Computer, according to a 
report in the May 19 issue of Time Mugazine. 
The i-ssue claims the two companies almost 
completed a US$7 billion merger, but 
Gateway founder Ted Waiit pulled out of the 
deal as the last minute. 

The Tune Magazine report notes ihai 
Wain hailed the negotiations "possibly hours 
before it was to be announced." Quoting an 
unnamed source. Waiti reportedly canceled 
the merger because Compaq executives 
would be subordinate to Compaq execs after 
the merger. 

Although rumors of the proposed merger 
have been circulating through the compuKr 
industry. Compaq's chief financial officer, Earl 
Mason, declined comment on the merger. 
Micron Elcctfonics Inc- announced la.st month 
that it was in talks with Compaq to sel! its per- 
.sonal computer business. 

Neither Compaq nor Gateway ZIXXI were 
available for comment. 


IBM debuts Bluebird technology 

(NB) — IBM Corp. gave = 

the first press demonsira- 2 Str 

code-named Bluebird, which is aimed at sim- 
plifying OS/2 management while extending 
the built-in Java, integrated World Wide Web 
browser, and Remote IPL (initial program 
load) leehnology features of OS/2 acro.ss 
additional environmcnis. 

John Soyring, vice-president of IBM's 
Personal Software Products Business, said 
IBM will step away from its previous approach 
of trying to make OS/2 "a better Windows than 
Windows." with Bluebird. Instead, the compa- 
ny will use OS/2 and Java to deliver integrated 
services and server-based applications to mul- 
tiple client environments. 

Soyring said desktop environmenl.s sup- 
ported by Bluebird will include OS/2 Warp; 
Windows; DOS: network computers (NCs) 
with and without hard disk drives; and Web 
browsers, 

IBM plans to launch the new environ- 
ment in beta this summer, and that a commer- 
cial release date will be announced after IBM 
has started to work with customers. 


Intel debuts Pentium II 

( NB) — With the New York debut of Pentium II. 
Intel Corp. introduced a radically new micro- 
processor design. Pliced from US$636 to almost 
US$2,000 each. Pendum li systems in early use 
will be confined to businesses and scientific uses 
requiring powerful computer resources. 

Today, Intel announced Pentium 11 
microprocessors running at 233MH7.. 
266MHz and 300MHz. Listed at US$636 and 
US$775 per thousand, respectively, the 
2.73MH7. and 266MHz versions are currently 
availahie. According Intel, a .TOOMHz 
Pentium II priced al US$1,198 will ship 
sometime during the third calendar quarter. 

Intel has left behind the standard ceram- 
ic. square microprocessor with metal pins for 
insertion into a socket on a motherboard. 
Pentium II is a rectangular metal and plastic- 
encased cartridge which plugs into a socket, 
smaller, but similar to an expansion slot for 
add-on cards. Called Single Edge Contact 
(SECl. the new technology coniribules to the 
speed of data processing. 

Pentium II now leads inlcl's family of 
Pentium microprocessors. For the time being, 
the company will continue manufacturing stan- 
dard Pentiums, Pentiums with MMX technolo- 
gy and Pentium Pro micrDpnx;essors. Company 
officials, however, have said there will be no fur- 
ther improvements to these three microproces- 
sors, Moving into 1998 and 1999. Intel plans to 
manufacture the new Pentium in record volumes 
iLs it becomes the power inside most home desk- 
top to lop business and scientific computers. 

"The new design of our Pentium II means 
we will be able to produce these microproces- 
sors affordably tmd in large volume." said Intel 
spokesperson Manny Vara. “We are changing 
the way the industry looks at microprocessors. 
It is no longer fair to judge a microprrxtessor 
from one company against one from another 
by clock .speed {such as 266MHz) alone.” 

Vara referred to part of a Pentium II inno- 
vation called Dual Independent Bus 
Architecture which incorporates Level 2 
Cache into the microprocessor. 

Inlcl's MMX technology is also built into 
Pentium II as a standard feature. The Pentium 
[| processor core consists of 7..5 million tran- 
sistors and is maniifaclured on Intel's P6 archi- 
tecture with ,35 micron technology. 
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INDUSTRY FLASH 


Digital Equipment sues Intel over Pentium technology 

Digital Equipment Corp. has filed a lawsuit against Intel Corp., charging "willful infringement 
ol 10 Digital patents in making, using and .selling microprocessor products, including its 
Pentium. Pentium Pro and Pentium II microprocessor ramilics." 

Digital is alleging patent infringement is causing “economic injury and. if not stopped, 
would cause irreparable harm, the company seeks both an injunction and monetary damages, 
including iriplc damages for Inid's willful violation of the patents." 

“Over the years. Digital has made substantial investments in developing computing archi- 
tectures and microprocessor technology." said Digital chairman Robert B. Palmer. “It is our duty 
lo our shareholders, customers, partners and employees to protect our intellectual properly rights 
and the bencfiis of our indu.stry-leading research and development cITorts.” 

Chuck Mulloy, spokesperson for Intel, said; "This was really a total surprise to us. We will 
rigurou.sly defend ourselves but it's too early lo give specifics." 

The news followed on the heels of reports of a bug in the Pentium Pro and Pentium II 
proce.s.sors involving the conversion of certain floating point numbers to integers. Intel has said 
it will fix this "errata" in future products, and will “work with software manufacturers as need- 
ed to integrate workarounds into their future product releases." 


Borland sues Microsoft, charges unfair competition 

(NBl — Borland Iniemaiiontil has tiled a lawsuit against Microsoft Corp. alleging unfair competition. 

The lawsuit, filed in California .Superior Court in Santa Clara County, charges that 
Microsoft is "recruiting and hiring Borland employees for the specific purpose of damaging 
Borland’s ability to compete with Microsoft in the developmcnl tools market and lo slow the 
company's financial luraaround." 

Borland claims it is Microsoft's largest and "most acclaimed” competilor in Ihe develop- 
meni tools market, and that Microsoft has hired at least 34 of Borland's lop software architects, 
engineers, and marketing managers. Borland is asking the court for unspecified financial dam- 
ages. as well as an injunciion against Microsoft so it can’t target Borland employees for hiring. 


Cotta get Tamagotchi? 

Now in Canada. Tamagotchis feature a built- 
in little LCD .screen with a digital ‘life form' 
cavorting, eating, sulking and going lo Ihe 
bathroom. These little gadgets arc a new 
interactive electronic toy ihal has become a 
sizable craze in Japan. 


A Tamagotchi has a microprocessor built 
in. along with a simple user interface and a 
'decision tree' logic engine which allows the 



user lo influence the growth and emotional 
health of the Tamagotchi via a set of control 
buiton.s. The Tamagotchi chirps when it is 
lonely or hungry, or needs its litter box 
cleaned. It chirps a lot. If ihe user takes max- 
imum care of his or her pet. ihe Tamagotchi 
can theoretically last for 28 days. CCW 
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YOUR CANADIAN 
DISTRIBUTOR FOR 
TEKRAM TECHNOLOGY 


P«itiutn'^/MMX”' Mainboards 

• PSV30-B4 - VX 2S6K 5VR 

• P5V30-B42 - VX 512K (75MHz Bus for Cyrix 
P200+) AMD K6 

• PSH30-A4 • Intel MARL HX 256K 

• PSH30-A42 Intel MARL2 HX S12K 

• P5H30-WS - HX 512K Adaptec^^ DW-5CSI 

• PST30-A4 - TX 512K DIMM 

• PST30-WS -TX512K DIMM Adaptec' UW- 
SCSI 

Pentium Pro’^/Pentium II* Mainboards 

• P6F40-B5 - FX Pentium Pro® 

• P6F40-A4 - Intel VENUS FX Pentium Pro® 

• P6F40K-B5 - FX Pentium U® 

Check our web site for mainboard 
specifications and other quality productsi 


LINKUP 

TECHNOLOGY 

TekrAm 

DAn^iiitM TT® 150-366MHZ CPU-Ready 
rcniiurn ATX Mainboard P6F40K-A5 





MP* 


SSli- 






13.3” Display • 200MHz Pentium® MMX™ 
Memory expandable to 144MB • 3 Modular Bays 
Wavetable Stereo Audio • 3D Surround Sound 
lOX CD-ROM Drive 


WWW. linkup. on. ca 

Motherboards • SCSI Controllers 
Caching/Non-Caching BDE Controllers 
IrDA Networking • Vldeocor^ferenclng Kits 
Video-TV-Capture Cards • Monitors 
Lapbops • Fax-Modem-Voice 


TekrAm 

How-R-U Videoconferencing Kit 

• Support LAN, POTS, Internet, 

Intranet, ISDN 

■ H.324 compliant • working 
smoothly with other 
videoconferencing systems 

• True color camera & built-in 
microphone with close-up 
viewing capability 

• Capture rate up to 30 
frame/sec for 320x240 




TekrAm 

Ultra-Wide SCSI Card 

SCSI-3 (16-bit) 

PCI Host Kit DC-390F 


CANADIAN HEADQUARTER 
Linkup Technology, Inc. 

722 Gordon Baker RMd 
North Vork, Ontario M2H 3B4 

■ Voice; 416-499-4707 

• Toll-Free: 1-888-218-4968 

• Fax; 416-499-6103 

• E-mail: salesHJlinkup.on.ca 

■ Web: www.llnkup.on, ca 


WESTERN CANADA 
PC Land 

120 - 3757 Jacombs Rd 
Richmond, B.C. 

■ Voice; 604-214-3689 

■ Fax: 604-214-3686 


^COMDEX, 

Canada '97 


EASTERN CANADA 
Lexton, Ltd. 

765, rue Jarry ouest, suite 201 
Montreal, Quebec H3N 1G7 

• Voice: 514-271-4150 

• Toll-Free; 1-888-453-9866 

• Fax; 514-271-0755 



CANADA WATCH 



Canadian vendors quick 
with Pentium ii products 

Simultaneously with the official launch of the 
new Intel Pentium II processor, many of 
Canada’s largest PC makers announced new 
models of desktop and server computers 
based on the new chip. 

IBM Canada Ltd. announced the latest in 
the IBM PC Co.'s line of professional work- 
stations — the InlelliSlation M Pro, targeted 
at high-end professional applications such as 
digital media content creation, software 
development, MCAD and ECAD. 

According to Miu-ching Chu, the brand 


manager of IBM Canada’s Client Systems 
division. "The IntelliStation M Pro provides 
our customers with liilcl's iutesl microproces- 
sor technology in a standards-based platform 
while integrating advanced manageability and 
security features unmatched in the market 
today. The IntelliStation M Pro complements 
the recently announced IntelliStation Z Pro. 
which features Pentium Pro processors provid- 
ing maximum scalability and support for 
applications that require a second processor or 
maximum memory usage." The new 
IntelliStation M Pro systems utilize either 
266MHz or 3(XIMHz Pentium II CPUs, and 
estimated retail pricing varies from $5,950 to 
$1 0,90(). depending on configuration. The sys- 
tems come with a three-year part.s-and-labor 
warranty and one-year on-site limited warran- 
ty. IBM also announced a PC 30()XL series of 
Pentium II based high-end commercial desk- 
top PCs, ranging in price from $3,900 to 
$4,750. depending on configuration. 

Adobe Systems announced that some of 
its key applications will be optimized for the 
Pentium II processor, including Adobe Photo- 
shop, Adobe After Effects. Adobe PhoioDcluxe. 

For more information, see http://www. 
can.ibm.com or htlp://w ww.adobe.com- 


Wang Canada has joined 
Computers for Schools 

Wang Canada Ltd, of Scarborough, Oni., has 
joined Industry Canada’s Computers For 
Schools program. Participating corporations 
sponsor increased access to information tech- 
nology by directing surplus computers and 
software to elementary and secondary school.s 
across Canada. "Our agreement is unique 



because it not only supplies surplus computer 
equipment to the program, but the stuff and 
facilities of Wang offices across Canada will be 
available to help refurbish and deliver the com- 
puters." said Robert Lemer. president and gen- 
eral manager of Wang Canada, in a statement. 




Canada's Eurocom expands 
its notebook line 

Ottawa-based Eurocom has become the fast | 
mover in the Canadian notebook market 
the last year, parlaying a line of high po 
ered. moderately priced notebooks into rapid- I 
ly increasing sales. 

The two latest models, the Eurocom 6200 
and 7200 models, have been de.signed specifically to 
let the company lay claim to the boa.st of having the highest-featured 
'power-users' notebooks on the mtirket. 

The Eurocom 6200 was the first notebook to support the Intel 
Pentium MMX technology, and the first notebook to ship with a 
200MHz MMX processor. The recently announced Eurocom 7200's 
feature list includes a 14. 1 -inch XQA active matrix screen (with a view- 
able area equivalent to a 15-inch desktop monitor), up to 4MB of Video 
RAM. and up to 256MB of RAM. 512Kbps of cache. 6GB of hard drive 
capacity, a 20()MH7. MMX Pentium, two Universal Serial Bus (USB) 
pons, a DVD-ROM drive. 3D Audio, a MO drive, and four PC Card 
slots. This configuration would constitute a real dream machine as a 
desktop system: the fact that Eurocom can suggest packing this much 
capability into a mobile PC ha.s aitrucied a good deal of attention. 

A great many computer users, of course, don’t need anywhere near 
this son of power to write letters or catalog recipe.s. but Eurocom rep- 
resentative Steve Robbins claims that Eurocom has become the only 
Canadian notebook maker in the lop 10 notebook suppliers in Canada 
on the basis of its high-end features. "The outstanding feature set has 
definilely ailracicd attention, and has resulted in strong sales of the 
Eurocom 6200," Robbins stated. "We expect a similarly positive 
response to the Eurocom 7200.'' Eurocom is actively seeking qualified 
new resellers. Call: (613) 224-6122. CCW 
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Make some real profits today... 

pie Bqjlore The World of Software Way! 


WIDEST SELECTION 

Wiien you display a rack full of Explore The World 
of Software CD-ROMs, you will amaze your 
customers with a world of software covering every 
possible interest and age group. With over 130 
CD-ROM titles (Spring '97) forWindows ’95, Windows 
3.1 , DOS, and Macintosh, plus regular new releases, 
we've got something for everyone! 

LOADED WITH CONTENT 



customers’ expectations. 

THE RIGHT TITLES 

Other CD-ROM producers may offer lots of titles, but when you 
really analyze their selection, you realize that not only are most 
of their titles in areas of limited consumer interest, but they may 
offer few or no titles In several key demand categories. Explore 
The World of Software delivers an unbeatable selection in the key 
categoriesof greatest consumer demand: Action Games, Windows 
Games, Kids/High School/College Education. Clipart, Internet, 

Computer Technical & Utilities, and Windows '95. 

COMPLIMENTARY TITLES 

Explore The World of Software is much more than a disjointed 
collection of random CD-ROM tides. It is a systematic collection of 
complimentary titles which work together as a series of volumes to 
encourage repeat consumer buying. 

DON'T BOY A CD-ROM, BUY A SPEEDY-ROM 

Our Easy Menu System makes our CD-ROMs so quick and easy to use, 
we call them Speedy-ROMsI 

THE BEST FLOOR SPINNER IN THE BUSINESS 

Molds 6 each of our Top 48 tides for a total capacity of 288 CD-ROMs. This 
rugged display has a smooth turning ball bearing base and angled baskets so 
that CD's stay neat and secure even when the display is almost sold out. 

Takes only 2 feet of floor space - fits in the tightest locations. 

ALL TITLES AT ONE LOW, PROFITABLE PRICE 

Impulse selling price - high margins - one low cost - making high protits has 
never been easier! 

IT ALL WORKS TOGETHER - 
TO MAKE YOUR BUSINESS GROW 

Widest Selection - Loaded with Content - The Right Categories - Complimentary 
Tides - Easy Menu Systems - The Best Display - One Low Price - High Profits - 
that's what you call Synergy! No wonder Dealers and Distributors worldwide are 
amazed with the strong, consistent, growing sales and superb profitability they 
enjoy with Explore The World of Software CD-ROMs. 

Don't delay - join our Proven Worldwide Success today! 

MAKE SOME REAL PROFITS TODAY- 

THE EXPLORE THE WORLD OF SOFTWARE WAYl 



Marketed Worldwide By: 

ROCELCO INC. 

24 Viceroy Road 

Concord, Ontario, Canada L4K 2L9 
Phone: (905) 738-0737 

Canada / USA WATTS: (800) 387-9101 Fax: (90S) 738-0396 
mall: rocelcoOroeelco.com 
Worldwide Web; http;//www.rocelco.tom 



NEWS 


Comdex/Canada 
Raises The Bar 

Computer show announces new age 
policy will bar attendees of less than 21 years. 

by Alan Thwaits 


Novell Canada Ltd. recently announced 
16-year-old Cory Janssen has become 
Canada’s youngest Novell Certified Internet 
Professional. 

He is an honours student at Harry Ainlay 
Composite High School in Edmonton, and is 
also employed as Webmaster at ExcelNet 
Computers Limited in Edmonton. By all 
accounts, Janssen is typical of a growing 
cadre of young, bright, and capable people 
who may drive the computer industry of the 

But Janssen, and others like him, will be 
barred from attending the Comden/Canada 
’97 show, scheduled to take place in Toronto, 
from July 9 to 11. 

That’s because SoftBank Comdex, the 
organization that produces Comdex/Canada, 
has chosen to exclude them. In material sent 
to show potential exhibitors. SoftBank 
Comdex announced that “no one under the 
age of 21 will be permitted on the show floor 
or in the conference." The previous age limit 
for both show and conference was 16. 

(For the Comdex Canada ’97 show, the 
admission fee has also been raised — from 
$50 to $75. This, as SoftBank Comdex tells 
potential exhibitors, "means raising the qual- 
ity of attendees you will see on the show 
floor.’’) 

What's up at Comdex? 

Bob Berkovitz, spokesperson for SoftBank 
Comdex, says; ‘The reason that the age limit 
was increased to 2 1 is that our exhibitors over 
the past few years have wanted to see a more 
qualified attendee. They feel anyone over the 
age of 21 is better qualified to make a buying 
decision than those who are younger.” 

Cory Janssen might not agree. Nor does 
Jonathan Strauss, who’s the show director of 
the Winnipeg Computer Expo. He’s also 17 
years old. Strauss says, "I’ve been attending 
Comdex and many other industry trade show.s 


With this new ruling, 

I feel I’m being shut out 
Comdex, and not given the 
same opportunity as some- 
one Just a few years older. 
— Omar Asfour 


for years, and I’ve never witnes.sed any issues 
or difficulties with younger attendees. 
Comdex isn’t a consumer show, so the only 
young people who attend are usually 
involved in the industry already, and there- 
fore an excellent target for exhibitors. 1 think 
Comdex is doing a disservice to its exhibitors 
by eliminating this audience segment from 
the show floor." 

People like Omar Asfour attend Comdex 
— and other computer shows — because 
they're looking to the future. Asfour. 17 years 
old, and Webmaster at ip Systems Inc,, an 
Internet services provider based in Brampton, 
Ont., says: “Being employed in the Internet 
industry. 1 feel it's very important that 1 keep 
up to speed with what's new and happening 
in the world of computers. With this new rul- 
ing, I feel I’m being shut out by Comdex, and 
not given the same opportunity as someone 
just a few years older. Why should we be 
denied the chance to leant?" 

Philosophical issues aside. Comdex 
faces some practical consequences of its 
“over 21" ruling — will potential attendees 
be checked at the door to see if they measure 
up on the age front? 

SoftBank Comdex's Berkovitz says; 
"There won't be any age police at the event. 
However, we will make sure that those indi- 
viduals who do attend or exhibit at this event 
keep the look-and-feel of the event for the 



business community." 

Strauss says that, at previous Comdex 
shows. "I've seen professional and mature 
teenagers carded at the door. Individuals who 
have fallen under this age (16) have been 
forced to leave — usually taking their entire 
party of 'qualified’ Comdex goers with them. 
I think that leaves a had taste in everyone's 
mouth — and it certainly doesn't help out the 
exhihitors. This will become even more evi- 
dent now that the age of admission has heen 
raised by five years." 

Also looking to the future is Jared 
Simon. He's 15 years old, and in Grade 9 at 
Wesimount Collegiate Institute in 
Mississauga, Ont., where he takes a solid set 
of computer subjects. He's one of many teens 
who has designed his own Web site, and plans 
to continue his studies of HTML program- 
ming and Internet applications, with a view to 
eventual employment in the computer indus- 
try. "I think this a very poor move on 
Comdex's behalf. We're the next generation 
to go into the workplace and use computers. 
The rule’.s pathetic. 1 really don’t believe you 
can judge someone’s experti.se in any field by 
their age or wallet size." 

Jonathan Strauss. Omar Asfour. and 
Jared Simon will not be going to the 
ComdexfCanada '97 show, simply because 
they were born too late. 

Strauss says; "The undcr-21 ‘industry 
insiders' of today will be tomorrow's industry 
leaders — they should be a key target group 
for any technology company." CM 

Alan Thwailt is a freelance joiirnolisl who 
specializes in on-line ami mobile computing 
lechnologie.'i. He can be reached at 
praxcomm@idirecl.com. 
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YOm OHESTOP somci! 


Broad Selection 


Competitive Prices 


Brand Names 


SCEPTRE SOUNDX 4500: 

• 100 to 166 MHz MMX CPU •12.1" SVGA TFT Display 

• 16 to 80 MB RAM • 128 bit Accelerated Graphics 

• 1 .0 to 2.0 GB Hard Drive • Advanced Modular Design 

• 12x CD-ROM/FDD Module 


SCEPTRE SOUNDX S4000: 

•12.rTFTor11.3' DSTN 

• 100, 133, 150 MHz Processor 

• Standard 72-pin DIMM EDO RAM 


iOun»x 

SCcPTRc 


“This system was a great performer on 
our tests, garnering the round ups highest 
graphics and processor scores," jan. 21 , 1997. 


liiil.ililJJ.I.kU.B 1 I I ] 



Acgr i* ASUS 







Tower or desktop 
with power supply 
ATX Cases 


LAPRD Marketing Corp. 





JUNE 

Ad Closed; Msy. 16 
Distribution; Jun. 4 
Feature: Small Office/ Home Office 
Hardware Focus: Graphics Cards 
Software Focus; Virus Protection 
Lab: Notebooks 


JULY 

Ad Closed: Jun. 13 
Distribution: Jul. 2 
Feature: Wireless Computing 
Hardware Focus; Microprocessors 
Software Focus: Intranets 
Lab: Mid-range Systems 


AUGUST 
Ad Closed: Jul. 18 
Distribution: Aug. 6 
Feature: Retailing Trends 
Hardware Focus: Networking 
Software Focus: POS Solutions 
Lab: Large Monitors 


^*«««ii2*«Compuler 


TAKNOLOGY 

The Printer Specialists 

Taknology Offers You: 

• Toll-Free Technical Support 
• Prompt Warranty and Post- Warranty Services 

• Evaluation Units and the Use of our Demo Room 

• Printers, Parts and Supplies to meet all you needs! 


brother 



Brother - a wide variety high resolution laser 
printers ranging from 6 to 1 7 ppm speed, plus a 
full range of laser-based Multi-Fundion Centers 
that can accomplish most any smaU-pSke tasks. 


Canon 


Canon - a JuU range Color Bubble-jet Printers 
that can make your images come alive wiA 
vibrant, PbotoRetdistk Color. Perfkt for SOHO 
af^ications. Find out uby Canon Printers have 
become the hi htkjet Printers in Canada. 


Fujfrsu cC 


Fujitsu ■ featuringa fidl range (f rugged Dot- 
Matrix Printers and work-horse laser Printers that 
can meet die most rigorous demands if the busiest 
office environment. Fujitsu it setting the industiy 
standard in value and peifrrmance. 


Your Authorized Distributor and Warranty Depot: 


Toronto 

Wl Citizen Court, lliiil9 
Marklwm, Ontario UiG IA7 
Phone: (9l)i) 940-Ka99 
Toll Free: l-8(K)-663-3362 
Fax: (905) 940-2353 



Taknology (Canada) Inc. 


Vanconrer 
2227 Quehee Street 
Vancouver, BC V5T .3Ai 
Phone: (1)04) 873-8309 
Toll Free: 1-800-563-8882 
Fax; (604) 873-9308 
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EYE ON THE INDUSTRY 


Preaching Notes 
To The Converted 


For several years, I've admired Lotus Notes 
from afar. 

1 say from afar, because while I’ve never 
worked in an oi^aniaaiion that actually used 
Notes, I've been intrigued by its mission in 
life. Before the Internet and intranets picked 
up terms like collaborative computing, there 
was Notes, the seminal groupware product. 
But I'm al.so puzzled that Notes isn't even 
more popular or widely used than it is. 

Tliat’s ni« to say the product hasn't seen 
success. Notes installations in some corpora- 
tions measure in the multiple thousands of seals. 
For example, one of the ntore impressive cases 
of a Notes implcmenladon is Industry Cantida's 
Strategis Web site, which was launched in 
March 19%. With 28GB of data on-line, it 
claims to be Canada'.s lurgcsl Web site. 

Industry Canada's business is to create 
and distribute reports on inlemalional trade, 
which business can then use to identify new 
markets, and gather other global trade intelli- 
gence. Industry Canada worked with a Lotus 
business partner to implement a Notes-based 
electronic publishing system. Using the pub- 
lishing system, various Industry Canada 
workers spread across the country can create, 
approve and publish the reports. The final 
reports are formatted in HTML, so they arc 
then accessible through a standard Wch 
browser. I've read that Industry Canada could 
be working on as many as 350,00(1 docu- 
ments at any given lime. The site itself has 
more than 750,000 pages of infonnation. 

During the Lotus Sympn.sium 97. held in 
Vancouver in May, a few other ease studies 
were presented. These included presentations 
by representatives from the Loewen Group 
(funeral homes). North Shore Credit Union 
(finance) and the City of Port Moody (munic- 
ipal govemmeni). 

And, sharing the keynote stage with 
Lotus Development Canada general manager, 
Loma Ro.senstein, speaker Gordon Butiolph 
of Weldwood of Canada described how 
Weldwood and its U.S. -based parent company 
deployed Notes across several locations span- 
ning the globe. But beyond the testimonial. 
Buttolph also revealed one of the keys to a 
.successful Notc.s implementation. He said 


above all. Notes requires a change ir 
porute culture. Unless there's a will 
an organization to adopt a new way of doing 
things. Notes won't happen. 

That is certainly one barrier, but I think 
another problem is a longsuinding confusion 
about what Notes is or docs, exactly. Word 
processors and spreadsheets are ea.sy for 
people to grasp because they know about 
typewriters and columnar pads. But what’s 
the real-world referent for Notes — a com- 
niiltee meeting'.’ Group problem solving'? 
E-mail? The routing slip? Each of these 
hints at what Notes is about, but an analogy 
that snaps the essence of Notes into sharp 
focus remains elusive. 



s would have 
1 stream of their corpo- 
ws and information. 
Neat product, but the unwashed 
will remain clued out, because Lotus is 
preaching primarily to the converted. In one 
of the Lotus Symposium sessions, the presen- 
ter asked the Notes users in the audience to 
show their hands. Most members of the audi- 
ence raised their hands. 

During her keynote address, Lorna 
Rosenstein underscored the growing impor- 
tance of the Internet and intranets to business, 
and the role Notes could have in the new 
landscape. She said the communications 


"But what's the real-world referent for Notes — a committee 
meeting? Group problem solving? E-mail? The routing slip? 
Each of these hints at what Notes is about, but an analogy 
that snaps the essence of Notes into sharp focus 
remains elusive." 


And Lotus isn’t helping to sharpen the 
conception of Notes with iis current naming 
convention. What exactly is Domino? Is it a 
new name for Notes 4.5? Or perhaps it's a 
superset of Notes, Officially, it’s called “Lotus 
Domino 4.5. Powered by Notes," and I think 
it is Notes Server that's been Internet-enabled. 

Then there's the Domino-dol-whaiever 
line of products. We have Domino. App- 
licatioas (and within that a set of modules 
called Domino.Aciion), Domino.Doc. 
Domino. Merchant and Domino. Broadcast. 
This naming .silliness is more an indictment of 
groupthink than a testimonial to groupware. 
And that’s a pity, because there are some 
interesting and potentially useful products 
here. For example. Domino.Broadcast for 
PointCast looks like a cool way for a human 
resources department to distribute internal 
news. Essentially, the product integrates a 
Domino server and a PointCast l-server so that 
the corporaiitm can add a custom channel to 
the PointCa.si window. Then, along with the 
Weather Network, the C/nbe and Mail and 
other feeds that PointCast pushes to the 


infrastructure of the corporation was being 
transformed from a slafT-facing to a market- 
facing system, and re.sponding to this new 
public requires a new set of rules. 

In a market facing system “surfing 
through" isn’t good enough, she said. “Business 
doesn't say T want to build a Web site.' They 
say ‘I want to get closer to the customer or I 
wiint to stay ahead of the competition-’ 

Given the upstart groupware startups 
aggressively pursuing Lotus's flank, pro- 
pelled by the explosion of interest in all 
things 'Net-related, that last statement rings 
especially true for Lotus itself- 
Industry Canada Strategis: 
http://stra(egis.ic.gc.ca 

ht(p://ne(.lo(us.com 

Lotus Development Canada: 

www.lotus.com/canada 

David Tanaka is a \iincouver-ba.\ed jounuilisi 

specializing in high technology, and is News 

Editor of The Computer Paper. He can he 

reached at david<S>lcp.ca. 
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slice Ui^ufraMvi 


Mu^ccounting 

solutions market 


FASTrack for Windows'! People Manager 
Plus Payroll “ and Abra HR'~ror Windows r 

AlJ our software is wriilen to make you more 
successful. Our products and services complement the accounting and 
genera] ledger solutions you're already selling, including State-of-lhe-Art, 

ACCPAC, Platinum, Great Plains, and Solomon. /\nd our commitment to open 
architecture and common tools protects your investment in hiring and training. 

Now, Best! Software has created one of the most comprehensive Business Partner 
Programs in the industry. One that catapults your ability to sell and succeed. It includes; 


• Very compedlive margins, market development funds and co-op marketing ftinds 

• Certification and training programs 

• Best! Software Business Partner guides 

• A complete set of Best! Software products 

• Internet access to product and markeUng information i 



AC C PAC 



M lor details on the Best! Business Partner program ... or visit out medsiie todayl 


Vxfdv Numbers 


System Integration Healthy In Canada 

by Leslie Arraiul and Marten' Leach 


The Canadian sysiems imegralioii iSI) indusiry 
has enjoyed eonsisieni, steady and strong 
growth over the past few years, despite shitke- 
tips that saw some of Canada’s top players taken 
over by niullinatitmals. Tliese coiielusions are 
based on a recent Branham Group Inc. study of 
trends in the Canadian SI industry. Employing 
the Branham5<)() database of Canadian indepen- 
dent .software and services companies. 
Branham analysed the revenue gn>wth of the 
lop 50 SI fimis from fitwal year 1993-94 to 
1995-96. The study showed average growth 
over the previrrus year for the top 50 companies 
hovering around the 30 per cent mark each year. 



Branham also found that, despite their 
lower overall revenue figures, the smaller 
companies have traditionally experienced 
slightly stronger growth than the lop revenue 
generators. This was particularly noliibic in 


1994-95, where the smaller companies 
enjoyed more thati double the growth of the 
lop 10 revenue generators. This llnding may 
have resulted in pan from the fact that some of 
the country's most proliiable SI firms, such as 
SHL Sysiemhouse and DMR Group were 
swallowed into major multinationals. 

Branham has observed that, until recent- 
ly. the larger eompanie.s have tended to operate 
within established markets, and were not 
always as quick to respond to changes in the 
technology and bu.sincss environment. These 
external factors can often be translated into 
growth niches for fast-acting system integra- 
tors. The larger systems integration companies 
seem to now be looking at ways to become 
more respon.sivc to a changing marketplace, by 
developing more competitive rate structures, 
and iLssisling clients to implement systems that 
proactively lake advantage of trends. 

Despite, or perhaps because of technolog- 
ical advancements, customers are finding it 
more and more diffieuli to maximize the bcnc- 
fils of their information systems without exter- 
nal assistance. Some of the trends which are 
driving customer demand for Si services 
include the speed of technology change; the 
related difficulty associated with maintaining 
up-io-dale technology skills in-hou.sc; the 


increasing importance of the Iniemel; the need 
to implement new networking technologies; 
and increasing compclitian. 

Key growth areas in 1997 are expected to 
include network and facilities management: 
network implemcnlalion, with special focus on 
the PC; education and training, the 
Internct/lntranet, and support to mobile users. 
As well, demand for Year 2000 conversion sup- 
port will continue strong for the next few years. 

Leslie Arnmd and Margery Leach are ciinsul- 
laiils III The Branham Cmup Inc., in Oliawa — 
an inlenmdonal marketing and managemenl 
cansulTmg firm with a .stated commitment to: 
"Delivering Competitive Advantage to the IT 
Indiism. ■' Phone: (613) 720-2935. ext. 215: or 
fax: 6i3-720-03l8. 



Reader Poll 

A number of computer manufacturers: Compaq. IBM and Dell, for 
example, have been moving to business models which will allow 
I end-users and/or resellers to order custom coinputers with specific 
I componenl/configuralion choices. 

We asked you; 

Which most closely reflects your view ol' the cusiom-configura- 
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“We would like to see vendors or disiribuioni set up to allow 
us to order very specific cusiom-configuradons on behalf of 
our cuslomers," 

“We eurrendy do. or hope to be able to offer very fiexibie cils- 
tom configuration services ourselves to our cuslomers. We 
prefer to do that configuration work in-house,” 

“As long as the vendom olTer a broad enough range of sys- 
lems in their product lines: that should meet our needs and 
tho.se of our cuslomers. We can undertake minor configura- 
tion/ customization as necessary." 


This issue: 

This year the Comdex/Canada computer show has raised the age 
limit of conference and show floor attendees. No one under the age 
of 21 is allowed on the show floor in efi’on to raise (he “quality of 
attendees.” (The previous age limit wa.s 16.) Some young people 
have voiced oppo.sition to their exclusion — but how do you feel? 
Our question to you: 

Do you agree with Comdex's deci.sion on this mailer? Which filO.Sl 
closely reflects your view? 

j I Comdex took an appropriate action in raising the age of 
admittance 10 21 years of age. 

I I Comdex should have stuck with the previous age of 
' — ' admittance, of 16yearsof age. 

I I should be no age limit for attendees at the Comdex 
— computer iradeshow. 

Log into our Web site; 

nttp://www.ccwinag.com 

E-mail; ccw@icp.ca, 

or send your responses, and comments, by fax lev 

( 604 ) 608-2686 
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CCCA 3rd AnnfiS/ Golf Tournament 

Monday July 7, 1997 Ste^^HoHow Golf & Country Club 


Enjoy & relax with your colleagues and friends. Play your best strokes to win your trophy and pride. 
The tournament is opened to all CCCA Members. Associate Members & Guests. 




Schedule: 

10:30 am 

Registration 


11:30 am 

Lunch 


12:30 pm 

Shotgun start 


6:00 pm 

Dinner /Trophies & Prizes Presentation / Lucky Draw 

Entry Fee: 

Golfer 

$1 50 member / $200 non-member 

Includes green fee & cart, lunch, dinner, 
full use of clubhouse facilities and lucky draw. 


Dinner Only 

$50 member / $75 non-member 


For more information, please contact CCCA Tel: 905>513>067S Fax: 905-513-6275 
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Full-screen video 
and real-time 3D 
are becoming 
commodity items 
for the retail PC. 

Resellers can 
capitalize on your 
customers' desire for 
life-like computer 
graphics. 


When IBM originally conceived ihe PC back 
in Ihe laic I970.S. ii had very modest visions of 
what kind of graphics would be needed to per- 
form business data processing. 

Most computer terminals hooked up to 
mainframes had monochrome displays, so. it 
was reasoned, most PCs wouldn’t need graph- 
ics capability much more ambitious than that. 
A rudimentary four-color palette wa.s offered 
in some early PCs, and a lavish 16-color 
palette was actually offered on the PC Jr. to 
entice the home computing crowd. 

The original Mac. perhaps paraphrasing 
Henry Ford's attitude towards color, allowed 
users any color of graphics display they want- 
ed, ‘as long as it is black, and white.' However, 
computer users mostly see ihe world in color, 
and they have consistently demanded, and to 
some extent been ready to pay for, better 
graphics technology for their PCs over the last 
20 years. The result of this natural human 
desire for computer displays to more accurately 
simulate the real world {or, at least, the TV ver- 
sion of it) ha.s spawned an industry that has 
made billions of dollars for resellers who pro- 
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vide graphics cards to Wintel and Apple Mac 
owners. End-users show no signs of slowing 
down in their rising expectations for personal 
computer graphics, the flood of multimedia 
software continues to whet users’ appetites, 
and the technology to meet those demands is 
developing rapidly, so new opportunities for 
resellers, despite fierce competition and slim 
margins, are constandy emeiging. 

The Graphics Food Chain 

Historically, there has been a pyramidal shape to 
the PC graphics hardware market. At the bottom 
are the graphics chipsets included on PC moth- 
er boards, and ’commodity’ graphics cards — 
whatever is the cheapest (and lowest perform- 
ing) graphics hardware currently available, for 
the undemanding or budget-conscious user. 

In the early days of the PC. this meant 
graphics cards that created monochrome dis- 
plays, or displays with a handful of colors {four 
or 16 colors at a lime, with a total palette of up 
to a few hundred ora few thou.sand color choic- 
es), at CGA (320 by 200 pixels) resolution. 

In today’s version of the graphic card food 
chain, even a ’commodity’ graphics card sell- 
ing for under $200 ha.s a formidable feature set: 
at least 2MB of video RAM. and Ihe ability to 
display accelerated two-dimensional graphics, 
with ‘true color’ (16.7 million color palette) 
display at 600 by 800 pixels, and 256 color dis- 
play at 1024 by 768 resolution or higher. A 
higher-end main.suiram graphics card, in order 
to justify a price of $250 to $600 dollars, has to 
offer something special — typically, extra 
video RAM (4MB, 6MB or even SMB), and 
hardware support for more exodc graphics for- 
muLs such a-s 3D rendering or digital video 
playback or video capture. At the highest end of 
the graphics food chain arc the professional 
level video and 3D cards, which typically for a 
few thousand dollar.s offer commercial produc- 
tion capabilities to CAD engineers, 3D anima- 
tors, and video or multimedia producers. 

PCI Triumphant? 

When the PC industry adopted the PCI 
(peripheral component interconnect) high- 
speed bu.s standard, the stage was set for an all- 
out assault by the PC against the Mac’s former 



stronghold, the graphics maritei. Even consid- 
ering the deficiencies of the Windows operat- 
ing system and the messy state of the PC hard- 
ware platform, which combined to offer many 
more compatibility problems and unintuitive 
hassles to users than the more elegant Mac, 
PCI graphics cards offered huge graphics bang 
for the buck. When Apple finally, a couple of 
years late, got around to incorporating the PCI 
bus into its Macs. I*C graphics card makers 
such as ATI and Number Nine were quick to 
offer Mac versioas of their graphics ctuds 
which blew away the plodding Mac graphics 
card developers such as Radius. 

As Apple belatedly began to allow other 
manufacturers to build Mac compatibles 
under license, the Mac doners opted for the 
PCI bus and PC graphics cards without a sec- 
ond thought. 

Digital Video For The Masses: 
TV On Your PC Desktop 

In many ways, the battle for cheap, excellent 
quality graphic.s has been won in the retail com- 
puter market. Resellers can supply end-users 
with graphics cards that will output high-resolu- 
tion two-dimensional displays lo any current 
monitor, for a relatively trivial price. However, 
end-users now demand that the PC's graphics 
look more and more like the imagery from a TV. 



Thi.s requires the capability to di.splay full- 
screen (al least 640 by 480 resolution), full- 
speed (30 frames per second), animation or live- 
action video. This is a tough task for the typical 
PC. If ihe video is playing off a hard drive or a 
CD-ROM, it typically involves huge file sizes 
and data streams of more than IMB/scc., plus 
high-speed video data decompression. In the last 
few years, graphics cards with hardware support 
for MPEG I video playback have entered ihe 
maricet, bui the inherently low quality of the 
MPEG 1 video format has limited their appeal. 
As well, companies such as Canada's ATI and 
Matrox have added products that allow PC users 
to capture, view and manipulate TV-frequency 
video, for a low exua cost. In early 1997, 
Creative Labs introduced a DVD (Digital Video 
Disk) upgade kit that included an MPEG II 


decoder board as well as a 4i>GB DVD-ROM 
drive. The MPEG II digital video formal is capa- 
ble of veiy high- quality video imagery — much 
higher than MPEG I, regular broadcast or cable 
TV signals, or even laseidisk video. 



The 3D Maze 

One of the hotte.st, but mosl confusing, areas 
of the graphics card market is in 3D playback 
hardware. Video games consoles such as the 
Nintendo 64 offer amazing real-time 3D ren- 
dering for a very low price, creating a pressure 
on the PC to somehow offer similar perfor- 
mance. The new generation of video games 
consoles are based on custom graphics chips, 
but as discussed, it's difficult for retail PC 
vendors to get customers interested in mother- 
board-based, non-upgradeahle graphics. As 
well, there is not a real, single standard for 3D 
hardware or sofiwiirc on the PC. So. in 
response to a perceived demand, a wave of 
proprietary 3D cards appeared on the market, 
from vendors such a.s ATI and Diamond mul- 
limedia. The proprielary 3D cards are a 
kludgey response lo ihc video games console 
challenge, since they present all kinds of 
incompatibility issues that will probably never 
actually be solved until obsolescence makes 
them irrelevant. In the meantime, though, Ihe 
substantial number of hardcore gamers in the 
PC market presenLs resellers with a consider- 
able opportunity lo sell 3D acceleration ctuds. 
Just he warned — they may have a short shelf 
life, so you may not want lo inve.si in large 
inventories of these products. As with so 
many other areas in the PC industry, order 
may end up being imposed on the chaotic pro- 
prietary 3D world by Microsoft, whose Direct 
3D API is being touted as Ihe solution that 
hardware and software developers may end up 
being forced lo live with, whatever Us techni- 
cal merits or deficiencies. 

It's also worth noting that there has his- 
torically been a big gap. technically and in 
terms of prices and margins, between con- 
sumer-level 3D playback cards ttnd precision 
professional level 3D animation and CAD 
cards. The consumer cards slop textures onto 
polygonal shapes to provide a ‘quick and dirty’ 
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3D display at fairly high frame rates. The pre- 
cision, however, is far too low to be suitable 
for computer-aided design or commercial 3D 
animation. That, however, may change. There 
are continuing rumors that high-end 3D card 
technology may filter down to the consumer 
level in I997/I998. This would mean a ‘one- 
card-fits-air scenario, with moderately priced 
ctuds that can offer a wide range of functions 
for business software users, gamers, multime- 
dia CD-ROM users. Web surfers, and graph- 
ics. CAD ttnd software prol'essionals. 

Lowest Common Denominator 

One factor to keep in mind is that in a PC mar- 
ket-place where many consumers arc not overly 
knowledgeable about what’s inside the PC box 
they are buying, there will always be a large 
market share for 'no-name' graphic cards that 
arc 'gosKi enough’ — cheap and not offensively 
bad. This means that for every sale where a 
leuding-edge, brand-name graphics cards is a 
sales feature, there will be al least one other 
sale where it's irrelevant to Ihe customer. As 
always, resellers must qualify euch customer’s 
needs, and olfer what matches the customer's 
budget and intended applications. 

The Contenders 

A wide array of graphic.s hardware suppliers 
are competing for the different sectors of the 
PC graphics market. Some of the more signif- 
icant or more interesting include: 

ATI: One of the leading makers of graphics 
cards worldwide, ATI Technologies Inc. is 
based norlh of Toronto, and like Matrox, the 
other major Canadian graphics card maker, has 
benefited from a history of aggressive research 
and development resulting in a proprietary 
family of high-powered custom graphics chips 
that give it a competitive edge over the com- 
petition. ATI stumbled slightly a few years 
ago, when a perhaps premature and overly 
ambitious attempt to create digital video prod- 
ucts failed, and a number of products were 
delayed. Also, ATI’s modem line languished 
under the fierce competition of the market- 
place, and wa.s discontinued. However, a refo- 
cu.sing on Ihc company’s core business of 
affordable, high-powered graphics cards has 
been hugely successful, both in terms of prod- 
uct quality and sales. 

ATI’s recent offerings include the 3D 
Xpression and PC2TV board, a general pur- 
pose 3D and 2D accelerator, the 3D Proturbo 
PC2TV. a professional 3D and CAD accelera- 
tor. and the Xclaim line of PCI cards for com- 
puters running the Apple Mac O/S. 

ATI has even relumed to the digital video 
market that it had so much trouble in several 
years ago. witli the All-In-Wonder card, a 
seven-in-one graphics and mullimediu upgrade 
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card which incorporates a ‘smart' TV Tuner, 
2D Graphics Acceleration, fast MPEG-I 
playback, Video Capture, Video Output and 
Display, 3D Graphics Acceleration, and a bun- 
dle of software optimized for use with the 
card. The All-In- Wonder is aimed at the gamer, 
hobbyist and videophile market, and repre- 
sents a good entry-level solution for those 
wanting to merge computer and television 
graphics at a low price. 

Matrox: Muntreal-based Matrox is one of the 
most innovative graphics card developers in 
the world, and gains much of its market advan- 
tage from designing its own powerful custom 
chips. Originally a premium, high-priced ven- 
dor of specialist cards for the professional 
graphics market, Matrox deliberately re-engi- 
neeted its product line in the early I99l)s to 
offer affordable high performance products to 
the mainstream PC market, with a very high 
degree of success. The company's current hit 
products include the Matrox Mystique, billed 
as 'The Complete 3D Entertainment and 
Multimedia Accelerator” — an inexpensive 
64-bit PCI graphics card with hardware sup- 
port for 3D texture mapping, and either 2MB 
or 4MB of video memory. The Mystique, as is 
common with many proprietary 3D cards, 
come.s bundled with an assortment of compat- 
ible 3D games to give an appealing ‘out-of- 
box' experience to games enthusiasts. For 
example, the Mystique featured a bundled ver- 
sion of the Destruction Derby 2 in time for the 
Christmas 1996 sales season. 

A large pan of a 3D card's success relies 
on the manufacturer successfully politicking in 
the software developer community to bring 
games dcvelnpers on-side with versions of 
popular titles that support the graphics card 
maker’s proprietary hardware. Matrox has been 
quite ell'ective in this effort, enlisting major 
software developers such as Mindscape, 
Activision, Psygnosis and Virgin/Crilerion. 
Matrox's other hit over the last 1 8 months has 
been the Mauox Millennium card, hilled as a 
‘‘high-perl'ormancc professional graphics 
acteleraior." optimized for Windows accelera- 
tion, and upgradeable with a full range of video 
add-ons. The new Rainbow Runner product 
line consists of video upgrade modules for the 
Matrox Mystique. The Rainbow Runner Video 
module allows a high degree of 'eonveigence' 
between PC graphics and television, with PC- 
lo-TV output, hardware MPEG 1 playback, 
video input from external video sources such as 
camcorders, and bundled video editing soft- 
ware. The Rainbow Runner TV module is an 
ISA TV tuner upgrade board for the Matrox 
Mystique and Rainbow Runner Video module, 
enabling high quality TV viewing on the PC. 
MIRO: A German company, Miro has been a 


leader in digital video cards for the PC for sev- 
eral years. It first caught attention in one of 
The Compiuer Paper's Test Lab surveys of 
graphics cards with its DCIO. a combination 
graphics card atid digital video kit, which 
ottered impressive price and performance for 
its time (1994). The currcnl siate-of-ihe-arl 
Miro DC30 system is available for both Mac 
and Windows, and offers excellent quality 
Molion-JPEG video capture, editing and out- 
put. At a Canadian retail price of over $1,(XK). 
the DC30 is probably above most consumer 
PC users' budget, but according to Toronto’s 
Forefront Graphics, a specialist graphics and 
video VAR, it ha.s been exceedingly popular 
wilh PC users who need midrange digital 
video capability on a moderate budget. It will 
be interesting to see how Miro fares against 
competition from mainstream graphics card 
makers such as ATI and Matrox, who are offer- 
ing somewhat lower quality, but far lower- 
priced, digital video options to their products. 
Number Nine: This company is another ’old- 
timer' in the graphics card industry, dating aback 
over a decade, from its beginnings as a relative- 
ly high end 2D grapliics card maker. The com- 
pany has weathered the storm of low-prieed 
competition well, and is regularly a contender 
for awards in computer industry prtxluct sur- 
veys. At various times, its 128-bit graj^ics cards 
have been ranked the fastest in the industry. 
Number Nine has nourished in the Mac PCI 
market, regularly ‘blowing away' long-time 
Mac graphics leader Radius in terms of 
price/performancc. according to company reprc- 
seniuiives. Radius is a progressive company 
from an R&D perspective. It's rumored to be 
bringing professional CAD and 3D unimtition 
precision to an upcoming generation of moder- 
ately priced graphics cards. If the actual products 
live up to the advance buzz, Number Nine could 
put some severe pressure on high-end CAD and 
3D graphics card manufacturers. On the other 
hand, it could at the same time greatly expand 
the market for professional level graphics cards. 
Targa: Once a subsidiary of AT&T. Targa was 
dominant in the PC-based video and animation 
market in the mid- to late-1980s. The company 
went through some hard times after being spun 
off from AT&T, but is still a player in certain 
parts of the graphics card mtu-kei. wilh its Taiga 
1000 PnVDiaquesi 3D/AV Digital Vidct> Suite 
(a bundle of hardware and stiftware that pro- 
vides a complete 3D graphics and video editing 
solutions), and the Bravado IIXX), a somewhat 
simpler, less pricey desktop video solution. 
Unlike Mauox and Number Nine, which re- 
engineered themselves to compete in the main- 
stream PC graphics market, Targa has decided 
to bet on the digital video niche. 

Tekram: This company, more widely known in 


Canada for its PC motherboard products, also 
produces a bundled kit which includes cither a 
model C-210 video capture card or a VC- 
264VT2 combo capture and graphics card as 
part of a video conferencing system. 

I'hc package is named ihc How-R-U kit. 
and includes a digital camera and microphone, 
web browser and VDOPhone software, all as 
part of a complete Internet videophone solution. 

The Future 

The combination of apparently endless 
increases in product perf'orniaiice, alTordabili- 
ty, and end-user demand offers resellers a con- 
stant stream of business, but at the same lime 
suggcsi.s some risks that should be avoided. 
The graphics card market is so sensitive to 
competitive changes in price and performance 
that once dominant players can find their prod- 
ucts outpaced by the competition almost 
overnight. Unless resellers are offered progres- 
sive price protection by manufacturers, they 
should be very wary about carrying much 
inventory of graphics cards. Because a sub- 
.sianiial part of the computer-buying public 
doesn't ‘need’ leading-edge graphics, there is 
also an opportunity for resellers to offer aitrae- 
live PC sy.stem prices by relying on ‘last year's 
model,' or commodity graphics cards where 
those will meet budget minded users' needs. 

Above all. be prepared to see PC graphics 
technology make sudden advances in unex- 
pected directions. Real 3D. a Lockheed- 
Maitin Aircraft subsidiary, is an example of a 
chipmaker that is aiming to provide high- 
speed graphic engines at a low cost to bring 
real-time, precision 3D rendering to the desk- 
top. Other companies, including Silicon 
Graphics and Hitachi, have 3D and video chip 
technology that may make its way from the 
workstation or the video games market over to 
the PC graphics field with considerable effect. 
And. waiting in the wings, as ever, are 
Microsoft and iniel, with their own dreams of 
dominating the market by setting technology 
slandards for the convergence of computer 
graphics, video, and telecommunications. Iffl 

For more information, contact: 

ATI: htip;//www.aiiiech.ca. (905) 882-26(K) 
Matrox: hllp://www.malrox.com 
(514) 969-6300 

Real 3D: httpi//www.real3d.c(im 
1-800-393-7730 or (407) 306-7302 
Targa: hitp://www.iruevision,com 
1-800-522-8783 

Tekram: hlip://www.iekram.com 

Jejf Evans is Associate Editor of Cunadian 
Computer Wholesaler. He can he reached at 
jeff&tcpon.com. 
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Beamscope Canada is pleased to announce 
the addition of Sony to our computer 
product line... 

The Mukiscan 200sx 

utilizes Sony's Digitally- 
controlled Multiscan 
technology to support 
multiple resolutions up to 
1280 X 1024 at 6SHz. With 
a vertically flat Trinitron 
CRT and anti-reflective 
coating this display improves 
viewability by minimizing 
glare. Digital controls allow 
for precise adjustment of 
image attributes. 


material and digital photography. 

’ / 


The SRS-PC5 1 Speakers 

combine ergonomic design 
and superior controls to 
make your multimedia 
PC experience complete. 
These speakers can be 
mounted on your 
computer or stand on 
your desk with mounting 
adapter. 


Dealers for more information and to order call... 

Beamscope Canada Inc. 

Phone 1.800.268.5535 • Fax 416.291.5721 
email: info@beamscope.com 


With the new CDU 926S 
CD-R Drive Sony enhances 
performance with double 
speed writing and six speed 
reading. Now CD-R conve- 
nience and economy is easily 
available to every computer. 


SONY. 
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by Paul Lima 

People who run small businesses 
are their own marketing, 
accounting, purchasing, 
manufacturing, qualify control, 
distribution, human resources. 


While Canada’s overall job creation record has been dismal the last 
few years, there is a silver lining in the dark unemployment figures 
Statistics Canada rains down on a regular basis. Since July, self- 
employment Figures have surged by 1 1 per cent. That represents an 
increase of 250.000 jobs, according to StatsCan. 

Often working from home or small offices, over two million 
Canadians are now self-employed. 

Downsized — laid off by companies seeking to maximize profits 
by doing more with fewer human resources, or cut by government 
agencies that have had budgets slashed — many of the new busi- 
nesspersons consider themselves “reluctant entrepreneurs." Instead of 
mastering businesses designed for growth and expansion, busincs.ses 
that create jobs for others — small ofFice, home office (SOHO) entre- 
preneurs conduct business to earn what federal government’s Self- 
Employment Assistance (SEA) program describes as “replacement 

This new business niche has implications for computer resellers. 

The implications are two-fold: one. a number of resellers are now 
working from home-based offices; two. resellers are discovering the 
SOHO market. 

Derek Keoughan is an authorized Hewlett-Packard dealer and a 
computer value-added reseller who is targeting the SOHO market. And 
he's busy. The owner of Scarborough, Ont.-ba.sed Finnegan Software 
Inc., a two-year old home-based business, has hired two employees 
and business is booming. Even so, the 28-year-old entrepreneur has 
taken a contract with IBM where he works on contract ax a network 
engineer. 

“All I earn gets pumped back into the business,” says Keoughan 
who hopes to get the business out of the house and into an office with- 
in six months. It seems an achievable goal considering the business 
grossed $82,000 in its first year and almost $200,000 last year. 

“I guess I’m doing okay.’' says Keoughan who focuses on com- 
puter and networking sales, service and support for small businesses. 
"The company pays its bills and allows me to pay my debts," accu- 
mulated after he was laid off from his job as information technology 
manager at a now-bankrupt construction company. 

People who run .small businesses are their own marketing. 


and IT departments. 
This can be overwhelming for a person 
running a new business who may lack 
advanced computer skills. 

accounting, purchasing, manufacturing, quality control, distribution, 
human resources, and IT departments. This can be overwhelming for 
a person running a new business who may lack advanced computer 
skills. 

Instead of .shopping at a Computer City or Future Shop, a SOHO 
entrepreneur is likely to rely on a company like Finnegan Software for 
a variety of value-added computer services — including building a 
computer system, installing software, getting the company on-line, 
and troubleshooting hardware and software technical problems. 

“You can’t always afford the time it takes to run back to a shop 
with your computer if something goes wrong." says Marsha Mandel 
who runs a Toronto-based desktop publishing company. "I'd rather 
have help come to my office, even if I have to pay a premium. It's 
worth it because I get the problem solved here and don't have to leave 
my office so I can still service my clients," 

All the major computer players acknowledge the existence of the 
home and small business market and are producing software and/or 
hardware aimed at this market. Apple Computer Inc. recently unveiled 
a .small busine.s.s Macintosh to complement its Power Macintosh 
series. In conjunction with the Power Macintosh 6500 and 4400 sys- 
tems announced in early April. Apple Canada Inc. unveiled the Apple 
Small Busine.ss Macintosh Series of computers. 

‘This configuration of the new 6500 and 44(X) systems provides 
users with a comprehensive small business solution right out of the 
box." said an Apple spokesperson. The systems are bundled with 
industry-standard software, and feature a built-in fax modem. 
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l2X-speed CD-ROM drive, digital answering system, and speaker- 
phone. 

"The Small Busine.ss Macintosh Series focuses on the needs of 
the small business market-place and provides tailored solutions for this 
market," said Donna Church, product manager, Apple Canada Inc. 

Apple worked with groups such as the Apple Business 
Consortium to lake ihe guesswork out of selecting what's necessary to 
run a start-up business. 

Philips Electronics Lid. claims its new Brilliance 105 high-per- 
formance monitor places SOHOs in ihe spollighi. The 15-inch model, 
with its compact design, is ideal for general use as well as graphic and 
multimedia applications for the small and home office, says lain 
Burns, vice-president and general manager. Philips' professional prod- 
ucts and .systems division. He describes the Brilliance 105 as "Philips' 
Value Monitor" and says its “compelilive price-performance ratio will 
completely satisfy even the most cost-conscious consumer." 

But what makes it ideal for the SOHO market? Standard 14-inch 
monitors have a round cathode ray tube (CRT) which makes their 
screens appear rounded, and creates distorted images. The Philips 
15-inch monitor has a flat square screen, offering users a larger view- 
ing area, sharper images, and a "what-you-see-is-what-you-get” qual- 
ity with little distortion. It's also flicker-free which will case the eyes 
of any SOHOer who spends hours and hours in front of his nr her com- 

Many computer companies are forging partnerships or altering 
channel plans to find ways reach the small business market. 

Novell, IBM Do Small Business 

Application software partners are lining up behind IntranetWare For 
Small Business from Novell which has received support from leading 
independent software vendors (ISVs), allowing small business cus- 
tomers to obtain affordable applications and tools for running net- 
worked businesses more efficiently, 

IntranetWare for Small Business offers businesses with fewer 
than 25 networked users a networking solution that is easy to install, 
manage and maintain, according to Novell. It offers user-based pricing 
so customers can cost-effectively add more network users as their 
businesses expand. 

“Small businesses want complete solutions that work." said Jeff 
Vogan, product manager for Novell Canada. "We are seeing strong 
commitment for IniranetWare For Small Business, not only from hard- 
ware partners but from application solution providers as well." 

2Com, Cheyenne. Exact, Great Plains. NetPhonc. Sagesofi. SBT 
Accounting Systems and STAC are partnering with Novell to build 
business applications that rely on Novell's network environment, fur- 
thering Novell's efforts to meet the specific needs of small businesses. 
These partnerships will provide mission-critical applications including 
accounting, telephony, backup and disaster recovery software, along 
with networking routers and hubs, offering customers complete and 
integrated business solutions, said Vogan. 

IBM is motivating its reseller channels to boldly pursue the small 
and medium-sized business market. “We've based our moves on what 
the market is doing." .says Heather Ross, small business executive at 
Markham. Onl. -based IBM Canada Ltd. 

Having computerized its basic business functions, whai the mar- 
ket is doing getting connected. Medium-sized businesses see network- 
ing and the Internet as the next step in their maturation — a strategy 
that requires solution-oriented vendors, says Ross, 

To ensure its vendors provide this market with appropriate solu- 
tions, IBM is placing its emphasis on second-tier dealers “because 
that's where small bu.sincs.s typically shops." says Ross. 


"Our business partners will be our primary way to deliver solu- 
tions to medium and small enterprises," .said Richard Thoman, IBM 
Corp.'s chief finuncial officer. "We're putting thus into place world- 
wide. You're going to see our spending in channels and promotions 

While IBM has used soft dollars to gain share in large commer- 
cial accounts, resellers say a similar initiative in small business is 
needed lo jumpstart that market. "IBM is saying here's money to help 
you make it happen and lo motivate you to make it happen. Bui 1 think 
everybody is in that boat. That's how you reach that market-place," 
said one analyst. 

Ross admits the company is looking al soft dollars to .support 
marketing, education and sales, however, the emphasis will be on gen- 
erating leads for dealers and providing them with greatly increased 
support. To demonstrate IBM's reseller commitment, she cites the 
company's Business Partner Charter that pn)vides IBM's salesforce 
with higher commissions for closing deals with resellers rather than 
end-users, and emphasizes dealer lead generation. IBM has also said it 
will take hardware and software products, including PCs and midrange 
systems, to create special bundles targeted for small and medium 
enterprises. 

So where docs all this leave today's reseller? It leaves those like 
Derek Keoughan working from home and selling to the home-based 
business market. 

And loving it. CW 

Paul Lima (likol^lidirecr.com) is a freelance writer specializing in 
high-well and commiinicaiinii issues. 
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VIRUS PROTECTION 


The Low-Down On Vipuses 

Your customers are under regular attack by marauding computer viruses. 
What can you do about it? 

by Dan McLean 


They're as eoniagious as common colds and just aboui as impossible 
ID avoid. 

Compulcr viruses, like cold.s, come in millions ol' strains and 
types and there’s literally no medicine which can protect systems from 
being exposed- Computer viruses are insidious and often go undetect- 
ed until the damage has already been done. And they’re runipunt. 

According to the National Computer Security Association, in 
1 996, more than 98 per cent of U.S. corporations experienced a com- 
puter vinjs-rclalcd problem, resulting in an average of 44.3 hours 
recovery time from a virus incident. 

Most everyone is familiar with computer viruses these days — 
those troublesome pieces of software designed to spread undetect- 
ed and written to wreak havoc on your computer by altering the 
way it works. 

Viruses are segments of program code that implant themselves to 
an executable Hie, then spread .systematically from one file to another. 

The initial symptoms are usually non-existent, but the damage 
they case can be devastating - erasing of disk.s, coroipiion of pro- 
grams and all manner of software destruction. 

Viruses Come In Various Types: 

• File Infectors — arc viruses which attach themselves to or replace 
.COM and .EXE files. With this type of virus, uninfected programs 
usually become infected when they are executed with the virus in 
memory. In other cases, they are infected when they are opened (such 
as using the DOS DIR command). 

• Boot Sector Infectors — boot 
sectors, contained in hard disk.s 
and floppy diskettes, contain a pro- 
gram which loads DOS systems 
files. You get a boot sector virus by 
leaving an infected diskette in a 
drive and rebooting a machine. 

When the boot sector program is 

read and executed, the virus goes into memory and infects u hard drive. 

• Master Boot Infectors — a similar attack to boot sector infectors only 
the invasion takes place in the first physical sector of ti hard drive where 
the disk’s master boot record and partition table is contained. This virus 
i.s spread the same way that boot sector infectors .spread, by leaving an 
infected diskette in a drive and rebooting the machine. 

• Multi-Partite Viruse.s — are a combination of the viruses listed 
above. They infect both files and master boot records or both files and 
boot sectors. These virus types are cunently rare, but the number of 
cases is steadily growing. 

Viruses come in benign or malignant forms. A benign virus won’t 
do any real damage. It conceals itself until a predetermined date or 
lime, then when activated, will do nothing more than display some sort 
of message- It is the malignant intruders that do the real damage. 



• Filw Infectors 
• Boot Sector Infectors 
• Master Boot Infectors 
' ^ Multi-Partite Viruses 


If IT administrators cannot show they have done 
the best job possible to protect against attacks 
through the purchase of appropriate virus 
detection tools, then a business could be deemed 
at fault for such an attack. 


A malicious virus might alter one or more of your programs caus- 
ing it not to work the way it should, in the best case scenario. In the 
worst case, the infected program might terminate abnormally, write 
incorrect infomiation into your documents or the virus may alter the 
directory information of one of your systems. You just never know. 

Unfortunately, these malignant forms constitute the highest per- 
centage of computer viruses. 

What can you do to absolutely prevent your computer systems 
and the systems you sell fmm being exposed to a virus'? Anton 
Aylward, a computer security specialist with Toronto-based consul- 
tants Slrahn and Slrachan, says the architectures of most operating sy.s- 
tems make it impossible to prevent vims attacks. 

DOS and Windows, for instance, don’t have adequate code/data 
separation and can’t distinguish between the two. That limitation is 
the key to how viruses strike, 
Alyward said, explaining that, in 
attacking modes, viruses allcmpl 
to feed in data and make systems 
believe it is code. 

“One of the absolute true 
blue beliefs (at one time) was 
that you couldn’t execute a text 
file. Well. DOS doesn’t know 
about text files," Aylward said. "Under Unix. VMS and Macintosh 
OS, a file has a type — a signature inherent in what it i.s. In DOS la 
file type! is just a file name. So. if I come along and create a text file 
that has just the right characters and I rename it — instead of .TXT 
to .COM (for example) - it becomes an executable as far as DOS is 
concerned. There is nothing inherent (in DOS) that says, ‘This is 
code and this is data.’" 

He offered the example of sending an E-mail that has a Word 
attachment that contains elaborate .scripts or a PowerPoint slide. It 
may not be pure text, but it is still text that you display and read, 
rather than code the user executes. There can be what arc called 
macro “bugs" contained in Word and Excel documents that allow the 
user to send what is really text that fools a machine into executing it. 
Aylward said. 
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So What's Your Customer To Do? 

"Don'l use Windows or DOS," is Aylward's curt response. Admittedly, 
he agreed, such an option is neither practical nor viable for the vast 
majority of computer users. 

“Don'l download stuff," is his second suggestion and. also, not a 
realistic option. So accept the risk of infection and apply the principle.s 
of "due diligence" to minimize the damage, he recommends. Due dili- 
gence is the golden rule to be applied when determining how much virus 
protection you need and to what lengths you should go to in order to 
combat infection. There are vast differences in application, depending 
on whether you are a business or simply a casual home user. 

At a business level, computer users should approach the task of 
virus prevention similar to how you might peel an onion .skin. "At a 
business level, the idea of connecting to the Internet by ju.sl letting 
people have dial-up access on their desktops is total iiTesponsibiliiy, 
from a security point of view. It means you have no control, no moni- 
toring — you really have no idea of what's really going on in your 
organization.s." .said Aylward. 

The ftrsi layer of the onion skin should he a single point of con- 
ujci to the Internet through a firewall. There arc tools which can be 
added to the firewall which represent a second layer of the skin. These 
might include E-mail filters which ensure any E-mail that enters a net- 
work doesn't contain macro viruses, 

Firewall proxies might also be u.scd. Aproxy might buffer all data 
download then .send it out through a slore-and-forward fashion after 
examining each data packet in a .search for viruses. 

Exercising due diligence is especially critical for business. It's a 
question of liability in the most extreme cases and if IT administrators 
cannot show they have done the best job possible to protect against 
attacks through the purchase of appropriate virus detection tools, then 
a business could be deemed at fault lor such an attack. 

Due diligence means making purchases of adequate anti-virus 
weapons that are appropriate to the risks involved and the protection 
mechanisms available. “It is an onion skin and you have to think in lenns 
of risk, exposure and accountability." Aylward said. "We know realisti- 
cally, you can never have 100 per cent protection against anything. It 
(comes down to) risk management — the cost of security versus the cost 
of exposure. "Somewhere along the line you have to accept the risk. Then 
you assign the risk and that's what insurance companies are for. But. 
insurance companies are not going to cover you unless you exercise due 
diligence- You' vegoiKi put these co.sts into balance," he continued. "The 
balance point for corporations, which have more valuable assets, and the 
balance point for individual.s are completely different." 

For home computer users, the task is much simpler. Individuals 
arc benefiting these days from the wealth of comprehensive anti-virus 
tools originally built for business. 

Symantec Corp. (htip:y/www.symantec.com). and its Norton anti- 
virus tools, and McAfee Associates Inc. (http;//www.mcafcc.com) are 
among the leading retailers of anti-virus tools for stand-alone and net- 
worked computers. McAfee's VirusScan includes versions for 
Windows 95, 5.1. NT, plus Macinto.sh and various flavours of Unix, 

McAfee has announced VirusScan 3.0 for Windows 95 and 
VirusScan Deluxe 3.0. According to the company. Viru.sScan 3.0 ha.s 
been enhanced to provide higher virus detection rates. Office 97 appli- 
cation protection, automated updating via Intcmei “push" technology, 
and free electronic upgrades to new versions, 

"VirusScan 3.0 raises the bar on virus detection rales, ease of 
updating and worldwide support for our customers." said Bill Larson. 
McAfee's president, chairman and CEO, in a statement. "We're invest- 
ing aggressively in both development and viru.s research to maintain 
the best detection rates available." 


Symantec offers its Norton AnliVirus in a variety of flavors, 
including versions for Windows 95, Windows NT. Windows 3. I/DOS 
and NetWare. And Symantec has just announced its Norton Multi-Tier 
Strategy for anti-virus protection in the corporate enterprise environ- 
ment. The strategy integrates the Norton AntiVirus product line at the 
desktop, and server, as well as the Internet gateway and firewall levels. 

“Today, with more virus threats resulting from increased commu- 
nications via the Internet, it is critically important for our customers to 
be protected. The current computer epidemic includc.s Internet viruses 
that are fueling a rapid spread of macro viruses transmitted via E-mail 
attachments and file downloads." said Enrique Salem, vice-president 
of Symantec's Securities and Assistance Business Unit, in a statement. 

Renowned ThunderByte (hilp;//www.thunderbyte.nl) — the 
product that detected a virus in on-line copies of the federal budget a 
couple of years ago — offers an intriguing solution which incorporates 
five different viru.s detection routines as well as an anti-virus scanner 
which can be set to wake periodically and perform a .scan of ail drives, 
or course the key to using any of these solutions is to keep up 
with the virus makers by continuing to download the updates as they 
become available. Aylward .said. “There arc good viru.s scanners out 
there, so we then get back to the issue of due diligence. If you're 
going to be downloading .software, then you'd belter he running an 
up-to-date virus scanner from a reputable company and gel the 
updates rcgularly. 

"But you still can't be 100 percent sure — ever" CM 

Om McLean is a ToroiUo-basecJ journaUxi who .specializes in high 
lechiiohgy reponing. 
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Undepstand 
The Dangers Of 
Macre Viruses! 

by Sean Elringion 



The recent discovery of the first Office 97 
virus (on Microsoft's Web site, no less) has 
illustrated the speed at which new viruses, 
particularly macro viruses are being created 
and spreading. Some experts sugge.st that 
there are more than 2(X) macro viruses alone 
‘in the wild' circulating around the world, 
with more being discovered every week. And 
eradicating them is not cheap — one recent 
study pul the cost of eliminating a virus 
attack at S8,(X)0 per incident! 


This proliferation of macro viruses, which 
are frequently spread as E-mail attachmenLs. 
poses a real problem for MIS managers. 

Realizing that no one vendor can catch 
everything, many users want to use two or 
more anti-virus products to ensure that they 
catch as many viruses as possible before they 
wreck havoc on their network. The problem 
is that loading two or more anti-virus prod- 
ucts on every desktop can be a nightmare 
since they may conflict with each other and 
cause confusion to end-users. 

In this situation, adding anti-virus pro- 
tection to an E-mail or gateway server may be 
a good option. 

Of course, relying on gateway anti-virus 
protection alone probably doesn't make 
sense, since you should have desktop anti- 
virus software in place anyway, but it can 
provide a strong second line of defense and 
reduce the reliance on one vendor for protec- 
tion. Gateway anti-virus software usually 
runs on E-mail or proxy servers and inter- 
cepts inbound E-mail and E-mail attach- 
ments. but they can also be configured to scan 
inbound Web traffic to check for viruses or 
block hostile Java applets. Upon detecting a 
virus, they can clean the document and for- 


ward it on to the recipieni, notify the admin- 
istrator or end-user, or keep the document 
safely isolated for further study. 

E-mail is the most popular use of the 
Internet and. because a lot of viruses are 
spread via E-mail attachments, gateway pro- 
tection is a good way to ensure that strong, 
centralized anti-virus measures are in place 
rather than simply relying on end-users to 
scan documents. Although specific message 
formats such as Microsoft Exchange, cc:Mail 


and others are supported by some vendors, 
the easiest way is to scan the attachments 
while they are still in native SMTP format 
and then forward them on to departmental 
mail servers which may be running u variety 
of different mail programs. 


This centralized control does add some 
complexity to configuring the product.s, 
although they get easier lo administer with 
every new release. To scan E-mail, for exam- 
ple. you need to configure port settings and 
IP addresses on the server, but this is fairly 
straightforward. To scan Web or ftp traffic is 
a bit more difficult since you may need to re- 
route Internet traffic so that it first passc.s 
through the virus scanner. 

There is some concern that scanning 
software can form a bottleneck on the net- 
work by slowing performance. This is not a 


big problem for store-and-forward systems 
like E-mail since the additional time required 
to scan the attachments is not likely to he 
noticed by end-users, but it can affect Web 
and ftp traffic. Since the bulk of Web traffic is 
simply downloading pages there i.s little 
impact, but for large file transfers, perfor- 
mance could be decreased by anywhere from 
10 per cent lo 30 per cent depending on the 
exact network configuration involved. 

The increased costs associated with 
virus infections has meant that companies 
are willing to pay more for protection and a 
medium-sized company might expect to pay 
$25,000 or more for a gateway site licence 
— in addition to the costs of buying a server 
and operating system. Ceniralized virus pro- 
tection is relaiively cost effective, however, 
if the alternative is buying a new set of desk- 
top anti-virus licences from another vendor 
and loading the software onto every PC. As 
with any anti-virus software, you should 
budget fur maintenance and virus pattern 


updates since virus protection is a very 
dynamic problem. 

For more information on gateway anti- 
virus products you can check out Trend 
Micro (http://www.trendinicro.com ). McAfee 
(htlp://www.mcafee.com) or most leading 
anti-virus vendors. M 

Sean Elringlon specializes in nerwork securi- 
ty and is the western region sales systems 
engineer with Choreo Systems. He can 
be reached at (6041 737-.i993 or 

seanc@choreo.ca. 


“Some experts suggest that there are more than 200 
macro viruses alone ‘in the wild' circulating around the 
world, with more being discovered every week." 


“Of course, relying on gateway anti-virus protection alone 
probably doesn't make sense, since you should have 
desktop anti-virus software in place anyway, but it can 
provide a strong second line of defense and reduce the 
reliance on one vendor for protection," 
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The Advantages are astounding 

As an ISO-9002 certified manufacturer, we make it our 
business to provide only the finest components for our 
customers. Our commitment to quality is the foundation 
for our products, service and innovative computing 
solutions. This commitment hos been reworded with 
achievement awards. Circle Canoda stotus for our NMSO 
offering, CSA and DOC certification and most impor- 
tantly of oil, loyal customers. 


THE STD ADVANTAGE 

EXCELLENCE IN COMPUTING TECHNOLOGY 


MONITORS 

■ SAMTRON 

■ ORCHESTRA 

DESKTOP/SERVER 

• INTEL (OEM) 

• COMPUPARTNER 


STD 


CPU 

•INTEL 

• MOTOROLA POWER PC 

SOFTWARE 

• MICROSOFT 
•01/FAX 

• VISUAL ACCOUNT/MTE 

PiCfiSiioui AccourffiNS ScrPMUK 

NOTEBOOKS 


NMSO#660EJ-5-030 




The promise of poriuble eompuiers as 
replacemenls for desktop systems may have 
evolved into fad. 

As far back us 1994, industry pundits 
predicted the rise of portables as potential 
supplanlers of desktop PC.s. Now, reality may 
be ready to caloh up. 

Our tests show today, it's really possible 
to pack a lot of power into a portable systent 
while keeping it relatively small and light 
enough (relatively is the operative word), .so 
that your customers can lake the notebooks 
with ihem when they need lo travel. 

Such deployments are becoming nece.s- 
silies as corporations pul more and more of 
their knowledge-based workforce on ihe 
road. In the pursuit of interacdon with cus- 
tomers and suppliers, we ail are conducting 
business at some distance nr another these 
days. Tie that in with the growing push to 
telecommuting: and it's clear; many users 
now need to have one machine that will serve 
multiple purposes, in multiple locations. 

Intel's MMX 

Desktops continue to out-sell notebooks by a 
large margin, but notebooks are in the midst 
of a growth spurt. Intel's escalating influence 
over the notebook market has spurred many 
major manufacturers to add notebooks to 
their product lines. Intel's swift introduction 
of the notebook version of MMX Pentium 
clo.scd traditional lag lime that existed 


between the desktop processors and their lap- 
top versions. Actually. Intel released u 
200MHz MMX Penlium processor for the 
desktops and a l66MHz chip for notebooks 
on the same day. 

Crab And Co 

Pentium processont running at 166MHz to 
200MHz in today's notebooks may not be 
fast us similar desktops, but they make great 
multimedia and business machines both on 
the road and the office. These high-end 
machines are expensive when compared to 
their desktop counterparts hut packed with 
large active-matrix color displays. CD-ROM 
drives, and gigabytes of storage, they provide 
complete and comprehensive computing 
power for the professional on the go. 

Highly optimized notebooks packing 
powerful CPUs, pipelined-burst L2 cache. 
EDO main memory, and fast graphics accel- 
erators are the essential ingredients of today’s 
noccbook.s. In Ihc lab. of all Ihc submissions. 
Ihe primary functionality of the laptops was 
multimedia. Built-in CD-ROM drives sound 
capabililics complemented with quality 
.speakers and control software was quite an 
impressive feature, especially in Compaq’s 
Presario 1070. Punhermore, we were espe- 
eially taken by the slick executive style of 
this notebook. 

For many notebook owners 
expandability/upgradcability is alway.s an 


is.sue. Notebooks today have intuitive compo- 
nent integration that addresses expandability 
and upgradeabilily Issues. Most notebooks 
offer removable hard drives, CD-ROM dri- 
ves. and floppy drives. Built-in modem.s pro- 
vide instant connectivity and provide for an 
unused PCMCIA slot. PCMCIA slots act as 
perhaps the most important windows to a lap- 
top’s expandability. It is through these slots 
that notebooks connect to SCSI devices, 
faster modems, network cards and RAM 
cards. Although most expandability and 
upgradeabilily i.ssues arc being addressed, 
display technology remains a rigid linear 
component — meaning that for the most part, 
your customers' best option to upgrade a 
screen is lo buy a whole new system. 

The Tests 

We asked the manufacturers to send us iheir 
current “top-of-the-line" notebook. To some, 
this meant a l.fJMHz machine, while others 
quickly Jumped al the chance to send their 
latest 2(X)MHz MMX systems loaded with 
64MB of RAM and enormous hard drives. 
Our Lab Test benchmark suite wtus run on 
each notebook computer at a resolution of 
son by 6(10 with a 16-bit color depth, or 
65,536 colors. To minimize Ihe possibility of 
system crashes and inconsistencies, each 
notebook’s power savings features were dis- 
abled, and all of Ihc systems were tested 
using their AC adapters. 
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QDI's Hurricane swept through motherboard industry 
Thousands of professional System Integrators 
have turned to us !! 



Switching 


SpeedEasy^*^ 

&pe«d setting. 


SLOT 1 


Intel 440FX 


PCI Concurrent 


Multi-I/O Panel 



The new Commander III 
Pentium® II based Motherboard 

GDI is one of the largest PC motherboard 
manufacturers in the world with 



Td V514-33S6Sn Fax: l-6l4-3356i22 


LAB TEST 


Suggested Relail Price: $5,776 
Reseller Price: $5,242 
Reseller Aulhomaiion: Yes. 

Support For Resellers: 

Co-op advenising. 

POP displays. 

One-year warranty includes pans and labor. 

Optional three-year extended warranty. 

Toll-free tech support for resellers. 

Demo Uml Availabililf:\si. 

System Strengths: 

“We believe our .strongest point is full upgradeability including 
the CPU. Our units can be upgraded to 200MHz MMX with reg- 
ular desktop CPUs and ZIP sockets, RAM and bard drives are also 
upgradeable." says Sam Sadie of Angel. 


(tutors' Notes: 

New to our Lab Test, 
notebook from Angel 
ed no time making ii 
presence known. With il 
configuratiun, it was the 
second fastest system in 
the survey, coming in at ; 
score of 145 on oi 
benchmark suite. It w 
configured with a 200MH/ 

MMX processor, 64MB of 
RAM, a 2.1GB hard drive and a 
33.6Kbps fax modem. Inside the 
unit is an 8X CD-ROM drive and a 16-bit 
sound system for multimedia applications. Overall. Ihls machine 
offers great performance for just under $6,000. 



Suggested Retail Price: $9,269 
Toshiba's View Of The Market: 

"This system is a high-performance notebook targeted at 
end-users who require a high performance desktop replacement 
unit." says the company. 

Editors' Notes: 

Toshiba's new 740CDT is only one of two notebooks in this 
month's survey to make use of the new 1 3.3-inch displays. The 
unit is powered by a 166MHz MMX processor, 256Kbp.s of 
Level-2 cache and 16MB of RAM expandable to a total of 
144MB. Storage components include a removable lOX CD-ROM 



and floppy drive, and a 2.1GB 
hard drive. Built into the 
tern is a 28.8Kbps fax 
modem to get your cus- 
tomer on-line right out of 
the box. The 
achieved a score of 123 
on our benchmark suite, 
but had it been equipped 
with more RAM, that 
number would no doubt be 


Compaq Presario 1070 


Suggested Retail Price: $7,375 to $9,250 (Armada 7700) 
Reseller Aulhoruation: Yes. 

Support For Resellers: 

Reseller referrals. 

POP displays. 

Three-year warranty includes parts and labor. 

Toll-free lech support for resellers. 

Dedicated technical BBS. 

Volume Discounts: Available, 

Demo Unit Availability: No. 

Compaq's View 01 The Market: 

'The Armada 7700 is aimed at power users needing advanced 
applications and desktop performance on Ihe road and in the 
office,” says John Challinor, spokesperson for Compaq. 

Editors' Notes: 

If this were a competition where awards were handed out for best 
looking notebook, the Presario 1070 is a no-brainer. Under its 
hood lies a l33MHz Pentium processor. 16MB of EDO RAM 
which can be expanded to 48MB. a l.OSCB hard drive, a lOX CD- 
ROM and a built-in 33.6Kbps voice/faxmodem. One of the most 



notable features of the 
1070 is its sound system, 
which Compaq has termed 
the PremierSound Audio 
System. With Compaq's 
Phone Centre, you gel 
complete telephony at 
your fingertips. With all 
its feature.s and good 
looks, we were surprised 
when we discovered that 
the machine docs not have 
a Level-2 cache. Because of 
this, it achieved an overall 
score of 62 on our benchmark 
tests, much less than it would have 
with the aid of the much needed 256Kbps external cache. If you 
aren't all that bothered by this and want a machine that will have 
your friends and coworkers grinding their teeth in envy, the 
Presiuio 1070 is still a great notebook. Compaq will cover you 
with its one year warranty on parts and carry-in labor, with Ihe 
first 90 days being on-site. 
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« Intel® Processor-Based 






Performance 

IMofeboolcs 



Angel June 97 
5800 

Performer Plus 

Compaq 

Presario1070 

Daewoo 

CPC-7550 

DataTraifl 

Express DEX-120 

Eurocom 

620(IT 

HP 

OmniBook 

5700CTX 

Hyperdata 

759MX 

Processor | 

Pentium 200 MMX 

Pentium 133 

Pentium 133 

Pentium 150 

Pentium 200 MMX 

Pentium 166 MMX 

Pentium 200 MMX 


256Kbps 

None 

None 

256Kbps 

256Kbps 

512Kbps 

266Kbps 

RAM (Standard/MBxl 

64/72 

16/48 

16 

32 

64/72 

32/64' 

64/64 

Screen 

12.1 TFT 

12.1CSTN 

12.1 TR 

12.1 TFT 

12.1 TFT 

12-1 TFT 

181 TFT 

Max Resolution 

800x600 

300x600 

800x600 

800x600 

800x600 

600x600 

800x600 

Video RAM 

2MB 

1MB 

2MB 

1MB 

2MB 

2MB 

2MB 

Hard Disk 

2.1GB 

1.DGB 

1.44GB 

11GB 

1.DGB 

3.0GB 

3.1GB 

CD-ROM 

internal 8X 

Internal 1DX 

Removable 6X 

Removable 10X 

Internal 8X 

Removable 1GX 

Internal 10X 

Floppy Drive 

Removable 

Internal 

Removable 

Removable 

Internal 

Removable 

Internal 

Audio 

ESS 1788 

ESS 1788 

Crystal IG-bit 

Crystal 16-bit 

ESS 1788 

Crystal 16-bit 

ESS 1688 

PC Card Slots 

5 2 2 2 3 2 2 

Pointing Device 

Touchpad 

Touchpad 

Touchpad 

Touchpad 

Touchpad 

Trackpoint 

Touchpad 

Dimensions IWxDxK) 

11 . 8 x 6 . 0 x 2.1 

12x9.5x1.9 

11.7x86x1.8 

11.75x9.2x1.9 

11.8x9.2x2.1 

11.7x8.8x2.1 

11.7x9.3x2,2 

Palm Rest (in.) 

3.5 

4.7 

3.3 

3.5 

3.75 

2,9 

875 

Weight, lb |kg) 

7.7(35) 

(7,713.5 

15.61 2.6 

NiMH 

7.3(3.31 

MMH 

8.14(3,7) 

NiMH 

7.7(3.51 

Lithium Ion 

7,713.51 

NiMH 

Opereting System 

Windows 55 

Windows 95 

Windows 95 

Windows 55 

Windows 95 

Windows 95 

Windows 95 

IRPort 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

Yes 

Extras 

Vldeo-to-TVport 

33.6 Kbps madam 



Video-to-TV prrrt 


IR mouse 


33.6 Kbps modem 







Windows Benchmarks 


Desktop Publishing 

144 

59 

72 

85 

122 

118 

95 

Desktop Graphics 

174 

109 

122 

173 

165 

200 

159 

Desktop Presentation 

147 

53 

78 

95 

133 

130 

107 

Word Processing 

145 

55 

71 

87 

123 

125 

102 

Spreadsheet 

152 

72 

84 

87 

141 

144 

107 

Database 

124 

55 

67 

78 

101 

102 

79 

Overall Sysmark32 

145 

62 

77 

90 

128 

130 

103 









Contact 

1-888-322-6435 

1-800-263-5868 

(9051415-7290 

1905 1712-2000 

(613)224-6122 

1-800-387-38B7 

1-800-927-4777 

Internet Contact 

www.angelcomputer.cor 

n www.compaq.com 

www.daewoo.cr 

im www.serviceworks.com 

www.euracorn.ca 

vM.liewlett-p9ckatd.cotn 

www.computron.c 

Suggested Retail Price 

$5,776 

$4,039 

$3,575 

$5,999 

$5,500 

$8,846 

S5.638 

Sheet Price 

m 


$3,345 

$4,500 



$5,500 

Reseller Price 

$5,242 


N/A 

N/A 



$5,074 

Warranty 

1 year 

3years 

3 years 

1 year 

1 year 

3 years 

3 years 


For benchmark figures where numbers 

are measured ii 

^ ms, the lower numbers represent better scores. 



Figures where numbers are measured i, 

n KB or MB/sec, the higher numbers represent better scores. 



1 All prices shown an 

? average street prices in Canadian dollars, unless otheivrise indicated. 
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Impulse 
Powerlite 6000 

3D June 97 

Micro 

IPC NB20D0 

MobilTech 

Jetbook 

7000 

Edge 

Wholesaler 

KTX 880 

June 97 

NEC 

Versa 6200MX 

Panasonic 

CF-62 

Toshiba 

Tecra 740CDT 

Ultinet 

Pent! ii[r16E MMX 

Pentium 200 

Pentium 200 MMX 

Pentium 133 

Pentium 166 MMX 

Pentium 133 

Pentium 166 MMX 

Pentium 166 

25S<bps 

256Kbps 

256Kbps 

256Kbps 

256Kbps 

256Kbps 

256Kbps 

256Kbps 

32/64 

32/40 

64/64 

40/80 

32/128 

16/72 

16/144 

32/72 

12.1 TFT 

10.4TFT 

12.1 TFT 

12.1 TFT 

13.3 TFT 

12.1 TFT 

13,3 TFT 

111 TFT 

800 x 600 

800 x 600 

800 x 600 

800x600 

1,024x768 

1,024x768 

1,024x768 

800x600 

2MB 

2MB 

2MB 

1MB 

2MB 

2MB 

2MB 

2MB 

2.1GB 

1.D8GB 

Z1GB 

1.3GB 

21G8 

UGB 

2.1GB 

2GB 

Internal IQX 

Internal 8X 

Removable lOX 

Removable 6X 

Removable 10X 

Internal CD/PD 

Removable 10X 

Internal 8X 

Internal 

Internal 

Removable/Extemal 

Removable 

Removable 

Internal 

Removable 

Removable 

ESS 1888 

ESS 1788 

ESS 1878 

Crystal 16-bit 

ESS 1878 

ESS 1888 

SB Pro Compatible 

ESS 1788 

2 

Touchpad 

2 

Touchpad 

2 

Touchpad 

2 

Touchpad 

2 

Touchped 

3 

Touchpad 

2 

Trackpoint 

3 

Touchpad 

11.7x9.3x1.8 

11.9x9.2x23 

11.0x9.0x2.0 

11.75x9.25x 1.8 

11.69x9,76x2.1 

11.8x9.3x2.4 

11.9x9.2x13 

11.8x9.1x10 

13 

3.5 

32 

3.4 

15 

175 

175 

3.75 

6.6(10) 

8.1 (3.71 

6.9(32) 

6.4(2.91 

(83)18 

7.1 (3.21 

(9.214.2 

7.9(3.61 

Lrthium Ion 

NIMH 

NiMH 

NiMH 

Lithium Ion 

NIMH 

Lithium Ion 

NiMH 

Windows 95 

Windows 95 

Windows 95 

Windows 95 

Windows 95 

Windows 95 

Windows 95 

Windows 95 

Yes 

No 

Yes 

Yes 

Yes 

Yes 

Yes 

No 

Internal 33.6 modem 




Internal 28.8 modem 


Internal 28.8 modem 

33.6 PCMCIA 

Video-to-TV port 






Built-in microphone 

Video-to-TV port 


93 

100 

110 

92 

127 

79 

109 

97 

169 

162 

145 

135 

220 

143 

172 

143 

99 

no 

109 

105 

153 

84 

122 

IID 

117 

104 

105 

103 

137 

79 

109 

101 

112 

101 

110 

86 

152 

106 

146 

117 

66 

93 

102 

79 

124 

74 

103 

87 

108 

107 

109 

94 

146 

89 

123 

107 


1-800-668-1111 

1-888-446-4472 

1-800-538-8212 

19051948-0000 

1-800-366-0476 

1-800-742-8086 

1-800-387-5645 

(4161256-2000 

www.impulse.c8 

www.ipc.ca 


www.edge.net.au 

www.nec-computers.cofT 

1 www.panasQnic.ca 

www.toshiba.com 

www.ultinet.c3 

S6,449 

$2,899 

$6,100 ESP 

$3,765 

$9,369 

$8,130 

$9,269 

$5,130 

^,999 

N/A 


$3,650 

N/A 

$7,000 

N/A 

$4,451 

m 

$2,750 


$3,550 

N/A 

N/A 

N/A 

$4,193 

3 years 

2 years 

1 year 

2 years 

3 year 

3ye3rs 

3 years 

lyeer 


ftrwyAwwvccwmao i 
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LAB TEST 


Suggested Retail Price: S6.449 
Street Price: S5,999 
Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

POP displays. 

Three-year warranty. First year includes parts and labor. 

Toll-free tech support for resellers. 

Demo Unit AirailabililY And ffesfocfrons; 

Discount priced units are available from EM/. Merisel and 
Supercom. 

Impulse's View Of The Merkel: 

"Our target market is small- to mid-sized corporate, presentation 
and desktop replacement.’' says Peter Bright of Impulse. "We 
position our product through an all-in-one format, with prices 
lower than the prices from the lop four vendors.” 

Hewjett-Packar^mniBooj^TOOCJ^^^ 

Suggested Retail Price: $8,846 
Reseller Authorization: Yes. 

Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

POP displays. 

Three-year warranty includes parts and labor. 

Demo Unit Availability: 

The HP demo pool is available for established channel partners. 
HP's View Of The Market: 

"Over the next few years much of the corporate desktop market 
will switch to notebooks. HP is positioning its notebooks to lake 
advantage of this shift. One of the major concerns for corporate 
purchasers is manageability — a feature HP has integrated into its 
corporate notebooks.” said Danny Savard of HP. 

Editors' Notes' 

The new 570()CTX uses a more common casing found on many 

Suggested Retail Price: $8,130 
Street Price: $7, (XX) 

Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

POP displays. 

Three-year warranty include.s parts and labor. 

Toll-free lech support for resellers. 

Dedicated technical BBS. 

Demo Unit 4t'al/a6r/iry And Restrictions: 

Demo units are usually reserved for corporate sales opportunities. 
System Strengths: 

‘Panasonic offers durability and quality (with a magnesium alloy 
top cover). It is the only notebook with a PD/CD drive and large 
battery capacity. It's MPEG- 1 capable via a cartridge on the ZV 
card." according to company spokesperson Anesu Khan. 



Editors' Notes: 

The Powerlite 6000 is 
equipped with a 166MHz 
MMX processor. 32MB 
of RAM and a 2,1GB 
hard drive. Both the I OX 
CD-ROM and floppy 
drives in this unit arc 
internal, saving the user 
from having to swap back 
and forth between the two. 

The Powerlite 6000 makes 
use of the ESS 1888 chipset, 
capable of delivering 16-bit digital 
nnd 3D surround .sound for multimedia 
applications. Priced at just under $6,(X)0. this machine comes with 
a ihrec-ycar “l-Care” limited warranty. 



other notebooks, rather than 
(he ulUa-slim design found 
on the OmniBook 
800CT which wc 
reviewed in January, 

Gone is the pop-out 
mouse fancied by 
many on the old 
design. And the 10.4- 
inch display has now 
been replaced by a larg- 
er 12. 1-inch model. Our 
test unit came equipped 
with a Pentium I66MMX 
processor. 512Kbps of Levei-2 
cache, 32MB of RAM expandable to 
64MB. a large 30B hard drive and a lOX CD-ROM. The 
5700CTX has a suggested list price of $8,846 and come.s with a 
standard three-year parts and labor warranty. 



Editors' Notes: 

Equipped with a 133MHz 
processor. 16MB of RAM 
and 1.3GB hard drive, the 
CK-62 delivers plenty of 
power for the road. 

The combination PD/CD 
drive offers CD-ROM 
reading at 4X speeds, and 
rewriteable capabilities 
with its PD (phase change) 
technology. A standard PD 
di.se can hold 650MB of infor- 
mation; identical to a CD. but it'.s 
rewriteable. The sharp 12.1-inch TFT 
screen is capable of delivering sharp text and graphics at up to 
1.024x768 pixels in 16-bil color. The machine is priced around the 
$7,(X)() mark and ettmes with a three-year warranty. 
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YOUR COMPLETE FULL SERVICE SOURCE. 

WE OFFER NEXT DAY DELIVERY ON ALL PRODUCTS*. 

CALL US TO SIMPLIFY ALL YOUR COMPUTER NEEDS. 


HOT HARDWARE 


15" SVGA .28dp low radiation monitor 

S288 

17" SVGA -28dp low radiation monitor 

S588 

33.6 SVD voice fax modem (Rock chipset) 

S 88 

33.6 GVC voice fax modem (Tl chipset} 

$ 98 

33.6 USR voice modem #1171 (Tl chipset) 

SI 38 

56 kbps! GVC internal voice modem (Tl) 

$178 

12X CD-ROM (24X is here!) 

$100 

1400 Mb Tape back-up for DOS & Win95 

$138 

2 Mb 3D PC2TV Trident video card 

S 68 

4Mb3DVIRGES3 video card 

S 68 

IOMEGA internal ZIP Drive 3.5" or 5.25" 

ZIP DRIVES S158! 

$158 



TRUMPET BUSINESS 
SYSTEM 

6x86 P200+ CPU 
512K PBC, quality I/O and ports 
Trumpet VX PRO Pentium motherboard 
16 Mb SDRAM (10 Ns 168 pin DIMM) 

2.1 GB performance EIDE hard drive 
1.44 Mb diskette drive 
2MB 30 PC2TV trident video card 
15" tower case w/ no # led 
Mitsumi Win95 keyboard 
Mitsumi mouse 

Microsoft Windows 95 w/ Certificate 
Lotus Smart Suite 971 
3 Full version current games 
2 Years warranty on hardware 
Upgrade to high performance TX chipset 
Motherboard with ULTRA DMA-33 


k 


ASK FOR OUR WEEKLY 
FAX OR E-MAIL SPECIALS! 

*WE SUPPLY RELIABLE PRODUCTS FROM: 

AOPEN, ASUS, AMD (K5 <S K6). A-BIT, ATI, BOCA, 
CREATIVE-LABS, GIGA-BYTE, GVC modems, GVC 
networks, INTEL (P5& P6}, IOMEGA, MATROX, 
MAXTOR, MICROSTAR, QUANTUM, & TYAN 


TRUMPET POWER 
SYSTEM 

Genuine INTEL Pentium 200 CPU 
Genuine INTEL Marl 2 ATX motherboard 
32 MB EDO RAM, 512K PBC, Two USB ports 
2.1 GB performance EIDE hard drive 
1.44 Mb diskette drive 
2MB 3D PC2TV trident video card 
17" ATX MICRON tower case w/ mb tray 
Fujitsu/Focus Win95 keyboard 
Logitech mouseman mouse 
Microsoft Windows 95 w/ Certificate 
COREL WordPerfect Suite 7! 

3 current Full version games 
3 Years warranty on hardware 
Upgrade to DUAL PENTIUM board 
with Adaptec 2940 UW SCSI controller & 

3-2 GB Quantum SCSI hard drive total 



Trumpet Hardware 
#1128-20800 Westminister Hwy. 
Richmond, BC, Canada V6V 2W3 


Telephone: 
Fax: 
Toll Free: 


(604) 279-9963 
(604) 279-9972 
1-888-881-2288 


Availability & Pricing subject to change. TERMS - COD or LEASE. SHIPPING - Anywhere, FOB Richmond BC, Canada 



POWERCOM 


SOUND CARD 


HARD DRIVE 


MOTHER BOARD 


GIGABYTE 


#118 - 13982 Gamble Road, Richmond, B.C. V6V 2K2 
Tel: (604) 279-0320 Fax: (604) 279-0321 


LAN-PCI/100 

3Plus, 14 Inches / Vienna. 15 Inches /7Plus, 17 Inche 

Ethernet Switching Hubs 

s HUBS. HUBS, HUB18. HUB32 

FAX MODEM CARD 


1 ^^npression I 

CD-ROM 





1 ^. w ^ 










V/>M ir AAffl/IHtAcIt We 'iionulacture the widest ronge of prod- 
' ■wimiil I VwiT ucts so tiiot you hove the n'ght tools br oli 
. your peripheral 

penphGralS device needs Contact the Unknown World 



h 1 1 p : / / w w w . q t r o n i X . c o m 


Manufactured by 


Distributed in Canada by 


Siiiyyj2£:JJ 



QUMAX CORPORATION. Toronto TEL: (905) 415-1166 

1746 JUNCTION AVE. #E, SAN JOSE, CA-9S112. USA Vancouver TEL: (604) 276-2677 

TEL: (408) 467-1666 FAX: (408)467-1880 Montreal TEL: (514) 335-1166 

http://www.qtronlx.corr 


(1118 - 13982 Cambis Road. 
Richmond. B.C. V6V2K2 
TEL: (604) 279K1320 
FAX: (604) 279JD321 


E-mail: qumaxSqtronix.com 


OEM. ODM, Mac Distributor Call U.S. Office 



Unit #9, 9S1 Matheson Blud.. 
East Mississauga. Ontano L4W2V3 
Ta; (905) 625-7280 
FAX: (905) 625-7280 



LAB TEST 


Compu2oiiHvperd#l^^^^^^^^^ 

Suggested Retail Price: $5,638 
Street Price: $5,500 
Reseller Price: $5,074 
Reseller Authorization: No. 

Support For Resellers: 

Co-op advertising- 
Reseller referrals. 

POP displays. 

Three-year warranty includes pans and labor. 

Demo Unit Availability And ffesfr/crions: 

One unit per store, with discount available if used for demonstra- 
tion purposes. The unit has to be in-store for four weeks. 

System Strengths: "We feature a built-in CD-ROM floppy drive 
and battery, an infrared mouse, and a while-you-wait service cen- 
tre.” says the company. 

SBrv|cgwork^ataTraii^xpres^B(J20 

Suggested Retail Price: $5,999 
SfreefPrice: $4,500 
Reseller Authorization: Yes. 

Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

POP displays. 

Three-year warranty. (The first year warranty includes parts and 
labor. The balance is parts only.) 

Volume Discounts: Yes. 

Demo Unit Availability And Restrictions: 

Units are available, but must not be sold for forty five days. 
System Strengths: 

"Custom configuration. The dealer can select the size of the hard 
drive and the speed of the processor. You are able to sell what the 
customer needs." said Micheai Woullettc of Serviceworks. 

Suggested Retail Price: $6,100 

Reseller Price: $4,000 -$5.8{X} depending on volume and config- 
uration. 

Reseller Authorization: Yes. 

Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

Limited three-year warranty, (one year parts, three years labor.) 
Toll-free tech support for resellers. 

Volume Discounts: Yes. 

Demo Unit Availability And Restrictions: 

The demo pool requires a payment upfront, which is refunded 
when the unit is returned. Demo units can be held (generally) for 
two weeks. 

MobilTech's View 01 The Market: 

"(We) do well in the high end where personal service and aggres- 
sive pricing are key strengths.” says Alan Kwoo of MobilTech. 



Editors' Notes: 

Perhaps the most "loaded’ 
machine in the lab test the 
Hyperdata Hyperbook 
759MX brings all the 
components normally 
found in high-end desk- 
top machines. The unit 
we tested was config- 
ured with a 200MHz 
MMX processor. 64MB 
of RAM. a lOX CD-ROM 
and a huge 3.1GB hard drive. 

If you’ve got a power-hungry 
user looking for the ultimate in 
portable power, this notebook should easily fit 
the bill. 



Editors' Notes: 

Distributed by Serviceworks. 

DataTrain systems are well 
known to us for their desk- 
top line of computers. This 
month, we had die chance 
to review a DataTrain 
notebook, the 
This unit was configured 
with a 150MHz processor 
with 32MB of RAM and a 
2.1GB hard drive. The display 
isastandard 12.1-inch TFT with 
maximum resolution of 800 by 600. 

Also, the 1 50MHz processor may be ideal for 
someone looking to buy a machine with enough processing power 
to get most applications running adequately, without having to 
spend more money on 166MHZ or 200MHz processors. 



Editors' Notes: 

The Jetbook 7000 configu- 
ration resembled that of 
some of its competitors 
which feature fast 
processors and plenty 
of installed RAM. 

The Jetbook 7000 is 
powered by a 
Pentium 200 MMX 
processor and i.s 
equipped with 64MB of 
RAM. Witha2,iGB hard 
drive and I OX CD-ROM, 
the machine easily qualifies as 
a desktop replacement notebook, 
bearing plenty of processing power. RAM and 
storage space. As far as performance goes, the machine achieved 
a score of 109 on our benchmark suite. 
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Cuo ahfrad, dcatit out l&M, 
^^>T, Pell. Pigital , HP, 
Compaq, and N6C*. 

Tinen call U6 at: 

l-8OO'1»0-JS78 

for a dealer 
near 'fou. 

Come feel the heat at Comdex Canada, 
Toronto, July 9-11, Booth 5122 


EXCELLENCE FOR ALL THE WORLD TO SEE 
http://www.sceptretech.com 1-800-788-2878 


Pentium 


Soundi^ 4500 

fovjer tlonfiguration. 
ll^lp mHz. MM)^ CPU 
3^ WS> PAM 

M?>PP CU^>) 


LAB TEST 




Suggested Felail Price: $T.575 
Street Price: $3,349 
Supporl for Resellers: 

Marketing funds. 

Reseller referrals. 

POP displays. 

Three-year warraniy. includes pan.s and labor. 

Demo Unit Aeailebiliiy And Restrictions. 

Key resellers are eligible for demo units. Short-term demos may 
be arranged for other resellers. 

Systems Srren^rfis.’ 

"We offer excellent system configurations versus price, (with an) 
emphasis on ease-of-usc." says Patricia Ardianio of Comtronic. 
Models featuring I50MHz MMX and l66MHz MMX proce.ssors 


will be introduced in May. 

Editors' Notes: 

Another new entry into 
our lab is this model 
CPC-7550 from Daewoo. 

The machine consists of 
a 133MHz processor. 

16MB of RAM and it 
1 .44GB hard drive. 

Weighing in at just over 
five pounds makes this note- 
book the lightest in thi 
month’s survey. Priced at just 
$3,000, this machine offers both good 
value and portability. 



Suggested RHeil Price: $5,300 
StreelPrioe: $5,150 
Reseller Price; $4,650 
Reseller AutRariatioa: None. 

Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

One-year warranty, includes parts and labor. 

Dedicated technical BBS. 

Mffiww Diseeunts: Yes. 

Demo Ualt Aeeilebilitjf And RestricHoos: There must be 60 days 
before resale. 

Eurocomi View Of The Merket 

“We position our product as a ’true’ desktop replacement note- 
book computer. The notebook market is expanding rapidly and 
because our notebooks are modular and 'desktop upgradeable.' 
have concurrent operation of CD-ROM. floppy and hard drive, 
and customized cunfiguratiuns our notebooks are more valuable 



and have a longer practical 
life," says Alain Bard of 
Eurocom. 


Editors' Netes: 

Eurocom has recently 
made the headlines by 
being one of the very 
first manufacturers to put 
out a notebook which 
uses Intel’s 200MHz 
processor. For a notebook to 
replace the desktop computer, 
see the 6200T. The unit consists 
of a 200MHz MMX processor, 

256Kbps of Levei-2 cache, 64MB of RAM, a 1GB hard drive and 
both an internal 8X CD-ROM and floppy drive. On the back of the 
unit, you'll also find an RCA video-to-TV port; perfect for play- 
ing games on a TV or to make presentations all that much easier 
to see. As can be expected from a machine with such a configura- 
tion, the 6200T scored very well on our benchmark suite. 


NEC Versa 62D(Hl/IX 


Suggested Retail Price' $9,359 
Support For Resellers: 

Co-op advertising. 

Reseller referrals. 

Three-year warraniy includes parts and labor. 

Toll-free lech supporl for resellers. 

Dedicated lechnical BBS. 

Volume Discounts: Yes. 

Demo Unit Availability And Restrictions: 

One unit per reseller locution. 

NEC's View Of The Market 

“The Versa 6200 is a true desktop replacement notebook PC with 
outstanding performance and features such as 13.3-inch screen. 
MMX processor and dual battery capabilities. The system is 
geared towards the mobile professional.” according to a company 
spokesperson. 


Editors’ Notes. 

Equipped with a I66MH; 

MMX processor. 32MB of 
RAM and a 2.1GB hard 
drive, the Versa 6200MX 
managed to outperform 
all of its competitors, 
even those machines 
equipped with 200MHz 
processors. It achieved a 
final score of 146 on our 
benchmark suite. The 
6200MX use.s the latest in dis- 
play technology, with its 13,3-inch 
active matrix TFT screen, easily comparable 
to most 15-inch desktop monitors. With a maximum resolution of 
1.024 by 768 pixels, you gel 64 percent more pixels on the screen 
than you would at a resolution of 800x600. 



p /Avrtw.ccvwnas.ctvn 
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Suggested Retail Price: $3,765 
Street Price: $3,650 
Resellet Price: S3.550 
Support for Resellers: 

Co-op advertising. 

Reseller referrals. 

Two-year warranly includes pans and labor. 
Volume Discounts: Yes. 

Demo Unit AveilabilitY: Ye.s. 

Suggested Retail Price: $2,899 
Reseller Price: $2,750 
Reseller AuMon/afion.Yes. 

Support For Resellers: 

Co-op advenising. 

Rc.seller referrals. 

POP displays. 

Two-year warranty includes pans and labor. 
Dedicated technical BBS. 

Demo Unit Ye.s. 


System Strengths. 

"We offer: worldwide support and service, large screens with 
good color, light-weight and affordable multimedia systems.” says 
the company. 

Editors' Notes: 

The KTX 880 consists of a l33MHz processor. 40MB of RAM 
which can be expanded to 80MB. a I -3GB hard drive and a 
removable 6X CD-ROM- KTX notebooks and desktop systems 
are distributed worldwide by Edge Wholesale. This i.s one of tew 
machines in this .survey to come in at around the $4,000 mark. 


IPC's View 01 The Market: 

"We market this as our high-end notebook.” says John, 
Favot of IPC. "We offer great quality for a reasonably 
inexpensive price." 


Editors' Notes: 

The latest in the IPC line of notebooks is the NB2000. Our evalu- 
ation unit was equipped with u 200MH7. processor. 32MB of 
RAM and a 1.08GB hard drive. Both the 8X CD-ROM and flop- 
py drives arc internal on this machine. Although the machine uses 
a smaller 10.4-inch display, it still has an unbeatable price tag 
coming in atju.st under $2,900. 


Ultinet 


Suggested Retail Price: $5,130 
Street Price: $4,451 
Reseller Price: $4,193 
Reseller Autborizetion: Yes. 

Maintenance And Technical Relationship Witii Reeellen; 

One-year warranty includes parts and labor. 

Toll-free tech support for resellers. 

Dealer-specific space on Web site. 

Demo Unit Aveilebility And Reatricrions: 

Demo units arc available with a one-wcek return policy. 

Ultinet% View Of The Market 

According to a company spokesperson: "Ultinet foresees high unit. Priced tit just over $4,CXX) and 

growth in notebooks. Ultinei's product is a very competitive note- backed by a one-year warranty, this machine offers good peifor- 

book with high end features." mance at a competitive price. 



Edhois' Netee: 

This month. Ultinet -sent u: 
the only notebook computer 
with a non-MMX I66MH7. 
processor. This model was 
equipped with 32MB of j 
RAM expandable tos 
72MB. a 2GB hard drive 
and an internal 8X CD- 
ROM. Also included with 
this machine is a 33.6Kbps 
PCMCIA fax modem and vidco- 
to-TV port found on the back of the 
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THE PUNDIT 



your customers; 

up with the 
and quandaries 
processor and 
technologies. 


For Pencium II PCs. 
pofiables. or anylhing 
else you arc selling, you 
need to hove ihe latest 
info to be able to earn the 
business of the net-savvy 
uuslomcrs. 

Forexample. will the 
inevitable headlines streaming about the just- 
revealed floating point hug in the Intel Pentium 
[| lyou know, the one that affeets a measly 140 
trillion or so possible numerical results) affect 
its success in the market-place? Probably not as 
much as its lacklustre perlormance compared 
to an AMD K6 docs. And nobody wants to bet 
on the wrong horse. What about Single Edge 
Contact (SEC)? Accelerated Graphics Pori 
(AGP)? Your better-informed customers were 
wondering about these issues even before 
Intel's marketing machine geared up for tuioth- 
er round of CPU wars. 

No mailer which side of the hattleficid 
you're on, to arm yourself. I'd recommend 
checking out the latest info about the bug at 
hllp://www.x86.org, Intel's response at 
htlp://www.intel.com/dcsign/new.s/flag/. or 
the benchmarks at hltp://sysdoc.pair.cnm/. 
(This "new” bug also alTecis the Pentium Pro. 
as well.) Frankly, I think the PI! bug will have 
an insignificant impact on the marketability 
of the new chip, and will very likely receive a 
great deal less negative press than the much- 
ballyhixted bug in the original Pentiums did. 
After all. that hug prixluccd results that were 
much more tangible and Intel was then not .so 
expert at spin-doctoring. 

There's a very real chance the market 
will percetve Intel's move away from the 
Socket 7 to the SEC connector as more of a 
marketing ploy than a technological advance. 
If. however. Intel does what it has done so 
often in the past and moves quickly to exceed 
the performance of its competitors, then we 
are likely to see a rcpetil of the company's 
'95-'96 performance. Frequently, Intel has 
done an end-run around its competitors by 
moving quickly to address Ihe issues that the 
others .sought to cupilali/.e upon. Recall Ihe 


486SX. Complaints that it was deliberately 
crippled were probably jusiifieil. but when 
the DX chips and OverDrive stra egy fell into 
place so quickly, the complaints couldn’t be 
heard over the din of the cash registers. 
Similarly, all those shareholder lawsuits over 
the original Pentium bug had tc be dropped 
when Intel's stock went up (!) in the alier- 
malh of that debacle. 

Next came the fears that the CISC archi- 
tecture was reaching the end of its performance 
possibilities. This, as you may recall, was the 
rallying cry of the PowerPC party. In fact, the 
PowerPC has not performed as well as early 
predictions had held, while the Pentium and its 
successors have outperformed netrly all expec- 
tations. Concerns about MMX voltage-compat- 
ibility of moihertroards tell like patsies when 
the MMX OverDrive quickly rddres,sed the 
issue. But, despite Intel's FUD marketing 
prowess, AMD's K6 is a thorn in its side. 

i sec tremendous markelabi ity in the K6 
on the desktop in the near term. The market 
has not yet grown tired of high-performance 
desktop PCs and the K6, in a word, rocks. And 
the latest Alpha and PowerPC chips are going 
attract their share of powermongers, too. But 
whether it’s an Intel. AMD. Alphti or PowerPC 
chip in the next monster tower on Joe 
Poweruscr’s desktop, there are plenty of indi- 
cators to suggest that things an; just getting 
rolling. The growth in the PC's credibility — 
and the Mac's continued strength — as a pub- 
lishing and production graphics platform, as 
evidenced by the announcement, and product 
releases at the recent Seybold publishing con- 
ference in NYC. makes even grct.ler growth in 
the high end a very strong likelihood. I expect 
industrial-strength production tools like Adobe 
Illustrator 7. After Effects and QuarkXpress 4 
to be strong sellers on the PC. as they have 
been over the last few years on the Mac. 3D 
Studio Max, Lightwave .4 and Softimage are 
already turning the high-end .3D graphics mar- 
ket's ideas of what a PC can do c.n its ear. 

When NT 5 is released anc gains credi- 
bility as a robust production platform — as it 
likely will — I expect the DTP, 3D and digital 


video market opportunities on the PC to blos- 
som as they never have before. 

Let's say that everyone who wants a PC 
already has one or is going to wait for the 1 998 
models. Another area I see a huge potential in 
is the portable market. I'm particularly 
pumped on the possibility that lightweight 
notebooks will llnally make a decent showing. 

People are paranoid. Do you leave your 
S5.1X)0 notebook in the car when you park it? I 
sure don't, after hearing one too many tales of 
break-in thefts. A growing number of profes- 
sionals rely on that data to the level that they 
are not going to leave it in the car, at the table 
when they get up for a coffee refill, nor arc 
they going to leave it in the conference room 
when they go out for a break. The need for — 
or at least your ability to sell to the perception 
of — portability grows stronger in a paranoid 
society. Security issues are stn>ng mtitivatoB. 

Do portables need to have CD-RGMs. 
Iltippies. 13-inch screens and the other gotxJics 
that are de rigeur in today's big fat multimedia 
portables? For some yes; others will favor 
portability, desktop connectivity and buttery life 
more chan multimedia geegaws. Presumably, 
we'll continue to see customers willing to pay a 
premium for both extremes. (I personally want 
to carry a PC that resembles a Toshiba Libretto 
— a 2,2-pound Pentium portable with a decent 
keybttard and an active-matrix screen.) I sec a 
lot of interested customers around the portable 
PC sections of all the retailers I visit. 1 see the 
mainstream user who already has a desktop 
computer will make his or her next convincing 
busines.s case for a portable. 

I see the sales professionals looking for 
a portable as a solution for the too-crowded 
desk, and teleworkers Itxtking for a more 
manageable replacement for the old desktop 
PC. This trend is already in full force in 
Japan. Like a massive Tsunami wave, it's due 
to hit these shores any time now. U* 

Graeme Beimcll is Manufiinn Editor at The 
Computer Paper, and is a former vompuler 
reseller. Based in Vanroiiver. he van he 
reached at graeme&lcp.ca. 
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The Rules Of The Litigation Game 

by D/>iis’l(ix Gray 


H You have undoubtedly heard of the litigation 
process referred to as a game. Thai refers to the 
strategic tactics, moves, ploys and feints that are 
involved in the process. A.s in any game, and litiga- 
tion is inherently an adversarial process, if you don't 
know how to play it well, or retain a lawyer who 
does, the odds of "winning” arc not in your favor. 
At some point in your business career, it is 
very likely that either you will be suing someone or someone will be 
suing you. Litigation normally has a mystique to many people, and the 
process can be very frustrating, intimidating, stressful, uncertain and 
expensive. However, by avoiding the classic mi.siakes that many busi- 
ness owners make, you will be belter able to deal with the litigation 
process from a position of perspective and insight. 

Lawsuit Based On Emotion? 

You might feel that you have been wronged for whatever rca.son and 
you are naturally very upset. Your decision to sue though, should be 
based on hard-no.scd business realities. 

Unreaiistic Expectations? 

Many people assume that they are in the right and thai they will "win” 
at the end of the day. However, the interpretation of the facts can vary 
and very few issues in law are black and white. The litigation prtx;ess 
is inherently unpredictable. In addition, when you factor in your legal 
fees from any judgement in your favor, maybe you tue not ahead of the 
game at all. 

Assessing The Defendants Assets 

You could "win" at trial, hut still he a big-time loser. The reason is that 
the personal or corporate defendant could have no assets in their name 
or have all their assets levered up with debt at the lime you commence 
an action or by the time you gel a judgement. 

Doing an objective ri.sk a.ssessment of the realistic potential of col- 
lecting on a judgement at the outset is key. You could be throwing good 
money after bad. You might conclude that the negative learning expe- 
rience was a cost of business insight: not sue, and commit to changing 
your business policies and practices to pre-empt a recurrence. 

Weigh Potential Gains Versus Losses 

You need to realistically assess the relative pros and cons of litigation. In 
other words, examine the costs in money and lost productivity. Can you 
afford the fight to the end? Have you obtained various quotes in writing 
as to the cost of complete pre-trial and trial process? Is the cost to pursue 
the matter going to be a lot more than the amount you are claiming? What 
if you lose? In the latter case, you will be out not only legal fees, but court 
costs as well. What if the defendant counterclaims against you and wins? 

Considering A Settlement 

Selllemenis save a lot of court time. You have heard of people .settling 
the ease on the court house .steps? The reason is the uncertainty of the 
trial process outcome. Settling for 20, 30. 50 or 70 percent of the orig- 
inal claim is belter than the risk of getting nothing and being out legal 
fees as well. 


Get Expert Legal Advice 

You want to have a lawyer experienced in litigation matters review 
your ca.se. Better still, have a minimum of three lawyers give you 
candid and objective feedback on your chances at trial, how long it 
will take and how much it will cost. You need a benchmark for 
comparison. 

Before you decide on any lawsuits, consider each of ihe above 
points and then sleep on it for a few weeks or months. See if you have 
the same opinion at the end of that lime. Remember the axiom, "act in 
haste, repent at leisure." tM 


Ddughi.s Cray. has had exiensive experience us a lawyer spe- 

cializing in small business. He is also a speaker and author of 15 hesl- 
selliiig liitsine.ss books, as well as an iiivesimeiil software program. His 
hooks include The Complele Canadian Small Bii.siness Guide and 
Bai.sing Money (holh puhlislu'd by McGraw-Hill Ryerson) and Start 
and Run a Profitable Consulting Business and Marketing your 
Product (holh published by Self-Counsel Press). 
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TECHNOLOGY 


Microsoft, Intol fig 
Notwork Compiiter 

The industry giants have aiigned to make 
PCs cheaper and easier to use — sometimes. 



hy Alan Zi.sman 

Oi you know how much a 
PC really costs? 

No. not the purchase 
price; that's too easy. 

How much has it cost 
after the purchase? 

Consider not only the 
cost of buying and updat- 
ing software and hardware devices, but the 
cost in learning to use it. and lost productivi- 
ty constantly fiddling with it. 

Inevitably, estimates vary widely, but 
some estimates put the Total Cost of Ownership 
(now yet another three letter acronym — TOC) 
as high as S40,0(XI over the five-year useful life 
of a $3,0(K) PC, Some experts suggest that the,se 
figures are exaggerated. If employees weren't 
fiddling with their screensavers — would they 
be doing productive work or just hanging 
around at the water cooler? 

One response to these figures has been tlic 
Network Computer. First proposed by Oracle 
Software’s Larry Ellison, die NC is a small, 
cheap computer lacking any hard drives or flop- 
py drives — it would get all iLs softwrue across 
a network. As such, upgrading the software on 
the network would upgrade all these network 
teniiinals. Critics have suggested that this would 
simply move costs from the individual comput- 
ers to the network and iLs server, and that the real 
motivation behind the NC is to get away from a 
perceived stranglehold on the computing induv 
try by 'WinteT — Microsoft Windows software 
running on computers with Intel processors. 

Micro.soft and Intel have felt a need to 
respond to the Network Computer initiaiives. 

They're proposing a number of new sttindards. 
designed lu allow users to continue to use 
Windows/Inte! computers and software, while 
simplifying the machines and their administra- 
tion, to reduce overall costs. 

The first of these is the so-called Network 
PC — a three letter acronym, NPC, not to be 
confused with NC. In essence, a Net PC is a 
standard PC, complete with hard drive, connect- 
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ed to a network. The NPC side stij;gests 
that even if users are running soflivtu-e and stor- 
ing their data across the network — that a local 
hard drive is still a useful accessoiy, as it allows 
disk caching, reducing calls to tht network and 
increases perfomiance. So far. it .dmply sounds 
like a standard PC with an Ethernet card. 

In order to reduce costs, however, the 
NPC would be slotless. As with tnany new 
PCs. sUindard input and output p.irts would be 
built into the motherboard. Unlike these PCs. 
however, there would be no expiinsion sloLs — 
no reasoti to open the box. There would be no 
fussing with switches or IRQ numbers, and no 
problems with Plug and Play that, well — 
doesn't. The standard calls fot a Univetsal 
Serial Bus port, allowing for some expansion 
using USB devices, but olhcrwite. no chance 
for the user to upgrade, break, or waste time 
adding to their system. 

The next proposal is OnNo'v — a plan to 
eliminate the typical moment or two of bootup. 
Like mtuiy of today's notebook;, an OnNow 
computer need not be shut down. Instead, it 
would be put into a suspended mode, waiting 
for a keytouch or mouse movemt nt to awaken. 

Also aimed at the network administrator 
is the Zero Administradon Initiadve. Full of 
noble, money-saving intentions, it proposes a 
PC where operating systems ear be automati- 
cally updated across the network without user 
involvement, and stiftware appliirations can be 
auiomutically installed or updatitd as needed. 
This means, for example, if a user who doesn't 
have Microsoft Word in.stallod died to open a 
DOC Woid file, the system will automatically 
respond by installing Word across the network. 

An extension of Plug anti Play would 
install and update hardware driv.jrs as needed, 
again, automatically. Exten.sive leiwork man- 
agement tools would make it simpler to admin- 
ister multiple clients from a single server. To 
help jumpstart all these various and overlap- 
ping specification.s. Microsoi't and Intel 
released an outline of their model of the near- 



future at the April WinHEC: the draft PC98 
design guide. In it. we find a vision of next 
year's Basic PC — a 2lX)MHz MMX Pentium 
with 32MB of RAM, a USB port. OnNow 
power management, tuid no ISA bus. 

Intel and Microsoft recognize that many 
manufacturer, will continue to include the so- 
called Industry Standtud Bus, which first 
appeared on IBM's 286-powcred AT models in 
1984. They strongly want to encourage the 
industry to finally dump ISA. feeling that this Is 
the major ohstaclc holding back successful 
Plug and Play. Instead, they want vendors to 
focus on the PC! bus. along with USB and 
Firewire (a.k.a. 1394) as the methods for 
expanding their hardware. 

The draft PC98 document also describes a 
ba.sic iionable .specification - -a IbfiMHz MMX 
Pentium, with advtuiced power management, a 
stiutdiudized docking station, and again, a U.SB 
port. Specifications of four levels of servers are 
being released in a separate document. 

For information on these visions of the 
near future, check out http://www.microsofl. 
com/hwdev/. 

In this column, we've been looking at a 
series of changes in the design of PC.s, many of 
which, such as MMX processors. Universal 
Serial Bus, and Firewire, are part of the plans 
Microsoft and Intel arc .spelling out in the PC98 
proposals. When 1 started this series. 1 pro- 
claimed we'd being seeing the.se changes this 
year. Exeept for Intel's MMX processors how- 
ever, it's going to take longer than that before 
many of these improvement.s have any real 
impact on the market. 

Next month, we're going to look at the 
reasons for the holdup — why it's taking longer 
than expected to see prtiducts from DVD disks 
to USB on our desks and in our stores. tW 

Akin Zisniaii is a coinpiiler journalist and 
Ic’cwher living in Minciiiiwr. He twi he reuehetl 
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from Newsbytes 


Piracy rates have surged 
in Singapore, Hong Kong 

li's almost back lo square one for software 
industry watchdog Business Software Alliance 
(BSA) in Asia, including Singapore and Hong 
Kong, with piracy levels during 1996 giving 
cause for de.spair and bringing to naught all 
efforts 10 keep the crime under check. 

According to a BSA survey, the piracy 
rate in Singapore surged from 53 per cent in 
1995 to 59 per cent in 1996. This is deemed a 
setback a-s Singapore was seen us a country 
ihiii was responding to campaigns promoting 


the use of genuine soflwiu-e. In fact. 1 995 fig- 
ures indicated the piracy rate in Singapore had 
declined by eighl per cent. 

"These figures suggest that more than 
half of the software used on PCs in Singapore 
are unlicensed. This is worrying," said Stuart 
Ong, B.SA vice-president. 

Hong Kong is seen as a major channel 
for illegal CD-ROMs into the region. The rate 
there for 1 996 has been pegged at 64 per cent, 
against 62 per cent the previous year, with 
Malaysia seeing a rise from 77 to 80 per cent. 
There was no improvement in China, which 
stayed level at a whopping 96 per cent. 

Cheering news comes from Australia, 
which continued lo maintain its position as 
the country with the lowe.si piracy rate, dip- 
ping from 35 per cent to 32 per cent. New 
Zealand and Japan also saw declines, from 40 
per cent and 55 per cent to 35 per cent and 4 1 
per cent respectively. 

Thailand (80 per cent). Korea (70 per 
cent) and Taiwan (66 per cent) also reported 
lower races from (he previous year. Also, 
worldwide losses fell from US$13.3 billion in 
1995 to US$11.2 billion in 1996. Asia-Pacific 
accounted for USS3.7 billion in losses. 


Toshiba upgrades DVD player 

Toshiba Corp. has announced a new 
DVD- Video player, its first since it launched 
the DVD-Video system in November 1996 
and the first second-generation machine of 
any manufacturer. 

The new player offers users an even clear- 
er picture and belter sound fur those with a 
stereo television sei through the use of technol- 
ogy from Spatializer Audio Laboratories Inc. 

Toshiba spokesperson Keisuke Ohmori 
said: "The new encoder-IC enhances the clar- 
ity of the video image by reducing the noise 
level.” The company has improved video by 
using a 10-bit video digital lo analog (D/A) 
converter lo process the eight-bit video infor- 
mation. cn.suring losses are at a minimum. 
The new video encoder IC is used for the high 
signal CO noise ratio of 75dB and the wide fre- 
quency response of up to 6MH7. means better 
images and color. 

In addition lo DVD-Video disks, the 
player will also accept audio CDs and video 
CDs thanks to the use of a dual-lens pickup. 

The Toshiba SD-K3I0 will be available 
in Japan from June ! and carries a list price of 
US$748. 


Yamaha announces new CD-R drive 

Yamaha Corp. has announced a new CD-Recordabie (CD-R) drive that 
will go on sale in Japan this inomh. The drive will write al double- 
speed and can playback discs at up to six-times standard speed. 

CD-R is a wrile-once version of the Compact Disc system widely 
used for limiled distribution of large amounts of data and prc-releasc 
versions of software. The drive has a 1MB data buffer, husa4.2MB/sec- 
bursl data transfer rate and iransmission rates of 900Kbps in 6X mode. 

The drive is available in internal (CDR20()l) or external 
(CDR200tx) versions and carries a list price of US$63() and US$715 
respectively. It will be available from June 21 in Japan. 


Pioneer announces first DVD car navigation system 

There's no doubt that many cars in Japan arc high-tech, with entertain- 
ment systems that rival many living rooms, and now Pioneer Eleclronic 
Corp. has announced the DVD system will soon take its place along- 
side the televisions, videos, CD players and MD players that adorn 
many dash-boards in the nation's cars. The DVD system won't be used 
to enleriain passengers though, the company has integrated a DVD- 
ROM player with a car navigation system. 

It comes as no surprise that, ju.si six months after DVD- Video 
players first launched, the system ig already making its way into car 
navigation units. The gr eat jdv aBt^ of DVD, after all, is its capacity. 
A single-sided di.se, the same size as a Compact Disc, can hold 4.7GB 
of data, or more than seven times the amount a CD-ROM can. 

Car navigation systems work by interacting 'with Global 
Positioning Systems. The new Pioneer system will be on the market 
this month. It is avnilable in Iwo models. ■tho'D9(l9 IUS$I.829) nr 
D707 (U5$l,575), and eachAelodes a large eight-inch screen liquid 
crystal display monitor, DJifD-ROM player and other optional units. 
The two computers a'n?TOTirolled by a 32-bit RISC (reduced instruc- 
tion set) microprocessor. 
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BOOK 


REVIEW 


Visual Basic 5 Interactive 
Course Is Best Of Breed 



hv Stephen lharaki 

Microsoft's recently 
released Visual Basic 
5 is the hot ticket for 
prtigniminers and 
” Visual Basic 5. 
Inleraclive Course" 
is the ideal guide tor 
consultants, resellers, 
and developers inter- 
ested in moving to 
this visual design environment. There is a 
plethora of Visual Basic books such as the 
"Dummy" and "Teach Yourself" series, but 
this book is the best of the new breed. 

An included CD-ROM contains all the 
source code as well as a selection of conln)ls. 
and Internet Explttrer fur Windows 3.x. 95 and 
NT. Most of the controls are demonstration 
versions of the products, but they do give a 
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gotxl feci for the possibilities. 1 had difticuliy 
getting the programs oft' the CD due to some 
corruption, but I am assuming that the problem 
is unique lo my review copy. 

The complete text is on-line. Visual 
Basic on-line experts personally answer ques- 
tions. And if your customers miss the free 
exchange of ideas with fellow students; they 
can join a virtual community, share the latest 
information, and obtain the latest lips, read 
the up-to-the-ininule FAQs and the course 
newsletter. Users looking to check their 
progress can lake on-line quizzes and exams 
to get immediate feedback. In addition, they 
can receive continuing education credits 
(CEUs) from Marquette University and 
download a ceniftcale of achievement. 

The content of the book will appeal to 
both new and professional programmers. The 
coverage is superior to others that I htive 
reviewed and builds a comprehensive founda- 
tion. Visual Basic 5 Interactive Course offers a 
unique hands-on approach lo learning, with its 
ca.sily digestible lessons, on-line capabilities, 
and object-orienled training. 

Tutorial in nature, each chapter breaks 
into smaller ses.sions that cover one major 
topic. Exercises and a quiz complete each ses- 
sion providing execllenl reinforcement. In 
attempt to make the language less intimidat- 
ing. the early sessions arc quick and easily 
mastered with lessons increasing in complexi- 
ty as the reader progresses. Your customers can 
complete each one of the 132 sessions in less 
than 60 minutes. An inierc-sting and unique 


Title: Visual Basic 5 Interactive Course 
Price; S70.95 

Publisher: Waite Group Press 
Authors: John Harrington, Mark Spenik, 

Heidi Brumbaugh, Cliff Diamond 
Level: Beginner to Intermediate 
Content: 1064 peges, plus CD-ROM 
Rating; A+ — Highly recommended 
ISBN: 1-57169-077-8 

dialog amongst fictitious programmers pro- 
vides summaries — very effective, and innov- 
ative. They help to illustrate essential points 
and answer questions. Any reader will react 
favorably to this book, since it heightens inter- 
est. This is a rare attribute in programming 
books with substantive content. 

In .summary, Visual Basic 5 Interactive 
Course is perfect for those who want an in- 
depth introduction lo Visual Basic 5 program- 
ming. The book includes many sample pro- 
grams, which could form the core for much 
more complex offerings. As an added bonus, 
the coverage goes way beyond the standard 
for introductory book-s. I highly recominend 
this Visual Basic oflering for both new and 
experienced programmers in your customer 
base; and as u valued addition to any 
reseller's btxikshelf. Ctw 

Stephen lharaki. ISP. is a lecturer, writer and 
advisor: and co-convenor for the BADM 
Computing Pmgrain at Capitano College. He 
is Novell/Microsofl-certified, and can he 
reached at .sihuraki@capcaUege.hc.ca. 
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•Experience 

three exciting exhibit floors . . . 
three cutting-edge conference programs. 

COMDEX/Canada brings you the world of hardware, 
software and applications, from the desktop to the 
server to the Web. 

WINDOWS WORLD showcases the next generation 
of products, services and programs for the Windows 
environment. 

CONNECTED COMPUTING covers the spectrum 
of connectivity, networking and communications 
solutions. Sponsored by 


Discover everything that's new from hundreds of the 
industry's leading exhibitors. Find solutions in more 
than 65 conference sessions, Jump-Start Tutorials, 
PowerPanels and special programs. 


Where is technology going? There's one 
place you can find out. 


ilCQMDEX 

Canada '97 


GO ONLINE TO REGISTER 


INCLUDING 

iflWiNDows\Mma 

AND ConnectedComputing97 

JULY 9 11, 1997 

METRO TORONTO CONVENTION CENTRE 
TORONTO. ONTARIO 

CI«7SamUICllll(0EIIilE.*»Fintll«iR.KKlt».M>IBIH-2niUSil CCWtH) 


and for complete, updated infonnation. To receive your 
registration form by tax, call 617-449-5554, and enter code 72. 
You'll receive the form fay fax within 24 hours. 


NEW PRODUCTS- 


neui 

PRODUCIli 


Ink-jet printer wars continue 

Competition in the already hotly contested 
ink-jet printer market heated up further in late 
May, with the announcement of two new six- 
color ink-jet models: the Epson Photo Stylus 
and the Lexmark 7000. 

The Photo Stylus becomes the latest in 
the popular Stylus line of color printers, 
aimed at a fairly specialized market for 'true' 
photo-realistic color priming. The Photo 
Stylus offers 1,440 dots per inch, nearly con- 
tinuous lone image output on special coated 
stock. The Photo Stylus incor- 
porates a wide array of Epson's 
latest printing technology; 

Micro Piezo Head, a six-color 
cartridge, AcuPhoIo Halftoning. 

Super Micro Dot technology. 




and specially formululed QuickDry inks. 
With a probable street price of about S699. 
including a Digital Darkroom software bun- 
dle, the Photo Stylus is a strong coniender for 
the attention of ihe serious PC or Mac graph- 

Simultaneously, Lexmark 
unveiled the Lexmark 7000. a 1 200 
dpi color printer that has a feature 
set and technology innovation set 
that closely parallels that of the 
Epson Photo Stylus, for a Canadian 
street price of about S.W. The 
Lexmark 700(1 is intended to pro- 
vide superior black-and-white text 
output (the closest to true 6tH) dpi laser qual- 
ity that we have seen from an ink-jet so far), 
as well as ‘photo-quality’ images. 

It remains lo be see if the I'lher main 
playeis in the ink-jet printer Field. Canon and 
Hewlett-Packard, have similar ultra-high res- 
olution printers up their sleeves. It is hard lo 
imagine the price performance of 
these two new models being beaten 
anytime soon — the challenge will 
be for their competitors to match 
what Ep.son and Lexmark have 
sprung on the market this spring. 

For more informa- 
tion. go visit http:// 
WWW .epson.com or call; 



Fujitsu adds new products 

Fujitsu Canada Inc. recently announced a 
plethora of new products in the primer and 
mass storage fields, indicating that the com- 
pany intends to compete strongly in Ihe cor- 
. poraie market. 

The three new 
PriniPartner lasers are 
I aimed at high-volume 
stand-alone or net- 
worked workgroup 
markcl.s. Announced 
I were the models lOV. 

' 14V. and 14ADV. All 
three models arc aimed to meet monthly duty 
cycles of up to 35,(100 pages per month, and 
include a Fujitsu flavor or Lexmark's popular 
Mark Vision printer administration software. 
The printers ol'fer 600 dpi resolution and 
‘1200 dpi-class' output at prices ranging 
from $895 to $1,495. depending on model 
and cunFiguralion. 

Fujitsu has also continued to develop its 
Stylistic handheld PC line, including the 
Stylistic 1000 product, and has released a 
6,30MB Magneto-Optical (MO) recorder for 
the PC. as well as a miniaturized 230MB MO 
drive for notebook computers. 

For more information, conuicl Fujitsu 
at http;//w ww.fujitsu.com/docs2/products/ 
producis.html or I-8(X)-663-0756. 



HP CE Palmloo PC 


Hewlett-Packard enters CE palmtop PC market 

Hewlett-Packard (Canada) Ltd., one of the 
world’s major makers of handheld comput- 
ers and electronic organizers, announced 
on May 15 that the company is launching 
two new handheld computers based on the 
Microsoft Windows CE operating system. 

The HP 300LX and 320LX models 
feature a four-greyscale 640 by 240 screen, 
and have suggested prices of $690 and $967, respectively. 

According to Paul Patterson, the Canadian product manager for HP 
handheld computing products. "HP has delivered the best, most feature- 
rich palmtop PC in Ihe handheld market. Demand from the reseller 
channel is high, due to .strong industry feedback and tremendous praise 
from out corporate customers. HP is focused on making ptilmlop PCs 
easy for enterprise managers lo integrate and deploy to their mobile 
workforces." Among the exclusive advantages claimed by HP for its 
new palmtop PCs are a dedicated slot forCompacinash memory cards, 
which leaves the PC Card slot free for a modem, energy-efficient back- 
lit screen, larger, belter laid out keyboard, HP prinler driver, inlegraied 
Pocket Internet Explorer in ROM. and better screen fonts for a more 
readable display. 

In a special preview to Cimadiiin Computer Wtiolesuler, Patterson 
also commented that HP's reputation as a solution provider lo a large 
number of corporations and government agencies has been a valuable 
competitive advantage, and has helped validate the CE platform as an 
option to many potential clients. 

For more information, visit hllp://www.hp-Com or call: 
1-800-387-3867. CM 


52 CANADIAN COMPUTER WHOLESALER June 1997 nrrp/Wvwccwnagi 



PEOPLE 



Mark George now leads 
Bay Networks Canada 

Bay Networks Inc. has appointed Mark 
George as the president of Bay Networks 
Canada. 

According to the company, he will 
spearhead a focus on adaptive networking. 

George brings more than 13 years of 
management and sales experience in the tech- 
nology industry to his new position. He was 
most recently director of the network product 
division for Digital Equipment Corp. 



Sharon Spring joins Keating 

I Keating Technologies Inc. 

I of Markham, Ont.. has 
I appointed Sharon Spring 
to the position of vice- 
president, marketing, 

Her primary role will 
I be to lead the marketing 
team in developing and 
executing brand, con- 
sumer and channel marketing plans on behalf 
of Keating's vendors, says the company. 

Spring was most recently vice-president, 
marketing, for Merisel Canada Inc., and she 
has 17 years in the industry at the reseller, 
manufacturer and distributor levels. 

Keating is the exclusive representative 
of Norton-Lambert; Storm Technology; U.S. 
Robotics, Personal Communications 
Division; and Xircom. 


Sharon Spring 


Compaq adds product manager 

Compaq Canada Inc. has appointed Bryan 
Wray as product manager, consumer 
products. 

In the position, Wray will be responsible 
for all aspects of Compaq’s consumer 
personal computers. Including forecasting, 
product launches, pricing and promotion. 

Wray joined Compaq after seven years 
at Apple Canada Inc. where he served as 
product manager responsible for Apple’s 
Macintosh Performa consumer PCs. 


Stratus makes appointments 

Stratus Computet Corp. in Canada has 
appointed Karl Kennie director, sales. He is 
responsible for marketing solutions to the 
financial, government and commercial sector. 

Myma Esposito has been named country 
administrator. Canada, with responsibilities 


including sales administration and finance. 

Stratus delivers a range of “continuously 
available” computer platforms. 

SImware adds management 

Ottawa's Simware Inc. has appointed Richard 
Cruichlow as vice-presi- 
dent of North American 
operations for informa- 
tion access projects, 
Crutchlow will manage 
the sales thrust for 
Simware's server-based 
Salvo Internet/iniranet 
product and the compa- 
ny’s A2B client-based 
communications engine. 
He joins Simware from 
executive positions at 
Appian Interactive Corp. 
and Oracle Corp. of 
Canada. 

David Desjardins 
joins Simware as direc- 
tor, technical services. 
He assumes responsibili- 
ty for the professional 
services, pre-sales sup- 
port and education func- 
tions in North America. 

Sam Morcos is 
Simware’s new director 
of channels. He comes 
from the position of 
Internet development 
manager for Digital Equipment of Canada 
Ltd. 

And Marshall Sangster was promoted to 
director and general manager of the network 
automation business unit. 

Simware provides Internet, information 
access and network automation software 
intended to reduce the complexity and cost of 
enterprise systems. 

Informix names director 

Informix Software 
(Canada) Inc. has named 
Tim McDermid director, 
client services. He 
responsible for the 
delivery and implemen- 
tation of national main- 
lenance. consulting and 
Tim McDsirid training strategies for 
the database technologies company. 

He has held senior management posi- 
tions with AmeriDala, Control Data, Canada 
Systems Group and Multiple Access, and has 
more than 25 years experience in technology 
services, twi 



Sam Morcos 


JmS Dlractlom'97 

IntwnatlsMi Data Coip. 
(Gantda) Ltd. 

Toronto 
Call; 1-500-26&-4041 
Fax; 1-800-618-3218, 
E-mail: oprtregScpnevents.com 


Jam 2 — Vancouver 1987 Talacoai 

Juna 3 — Calgary Managtnairt Updata 
Jana 11 — Toronto Aogui TalaMamgaaimt 
JuM II — Ottawa Droupandttit 

Juit 17 — Montreal Canadian Baiiims 
laincomniunlcanflns 
Alltanct 

Call; 1-800-263-4415 ext. 500 
Fax; 905-686-2655 
E-mail; register@angustel.ca 


Juaa2-8 

Comdtx/Bpriiig '97 

Atlanta 

Call: (617) 433-1650 

Fax: (617)433-1657 
http;//w^.com(lex.com 

Jaaa 34 

Canadian Wlralan1997 
Ctndlin WlralMt 


ConvHtlon 

Montreal 
Call; (613) 233-4838 

Jaaa 3*7 

Compirtax lUpal 

Talpal, Taiwan 
htlp;//compulextalpel.org 


Compatir Flaa Markat 

Mississauga, Cni. 
Call; (905) 677-5825 

Jaaa 11 

Piitnan In Ihohnnlogy 

University of Calgary 
Calgary 
Call: (403)282-0464 


Jaaa 28-23 Ttia 11th Annual 

CanndiBii Intamat 
Confaranoi, Nat '17 

Oalhousle University 
Halltax 

E-mall: net97®clal.c:a 
lilto://W(tw.oanarie.ca/nln 


Do you h3^ an uficomlits 
evani you'd Wa lo sea 
IlstadlnCCWiCalandar? 
E-mall: ccirOlcp.ca. 



rtrrp.'^Wwwvccwrrwg.c 
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THE LAST WORD 






\PMm 


by Douglas Alder 


Once upon a time, in a 
country where snow 
comes in great quantities 
every winter and floods 
and elections come in 
the spring, a computer 
reseller named Joe sat 
pondering his business. 

He was sitting in front of his computer 
reading a newsgroup off the Internet. One 
posting said: 

“fVhy, then, in the name of Zeus, can V a 
computer retailer adopt these principles? 
Why must we be constantly bombarded 
with bitch sessions about lousy retailers, 
brain-dead sales staff, poor inventory 
selection and rude "sales " staff? 
Please, SOMEONE set up a decent store 
that's "fun* to go to?" 

Word Of Mouth 

Joe was sad, because he knew that the writer 
was referring to his company. It used to be if 
a customer was disappointed by a store's 
product or services, that they would tell twice 
as many people as they would if they were 
happy with it. Now, with the Internet, the sit- 
uation is much worse. An unsatisfied cus- 
tomer can tell literally tell thousands of peo- 
ple within minutes of being disappointed at a 
company's bad service. Next time someone 
goes shopping, they do a quick search on Alta 
Vista or Yahoo, simply typing in a company’s 
name, and they come up with a few dozen let- 
ters complaining about what bad service they 
got. Those would-be customers never show 
up. 

The types of complaints Joe’s company 
was blamed for were slow delivery, false 
advertising, bait-and-switch tactics and poor 
service. He also knew that his store was not a 
happy place to work for his staff. 

"While I was at the store to pick-up my 
system, no one wanted to assist me (waited 
probably SO minutes), the receptionist was 
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ignoring everyone standing there, some man- 
ager-type was scieaming at some employee, a 
dozen people returned their systems because 
of missing/defective parts and when I had my 
system brought out they didn't have all the 
software drivers and manuals for my compo- 

Time For A Change 

Then Joe read a business book that had a big 
impact the way he did business. The book 
was called "Marketing Without Advertising," 
This book suggested that the best mar- 
keting plan encourages customer loyalty and 
personal recommendation over many 
traditional advertising approaches. It 
contained a number of practical steps to 
building a strong small business without 
spending huge amounts on advertising. 

According to the book, there ate no 
shortcuts to achieving this. A marketing 
strategy built on personal referral is built on 
trust, and treating others as you would like to 
be treated. It is based on the principle of 
“don't do to others what you would not want 
done to you." This part really hit home with 
Joe, because his returns policy was based on 
the law of retribution — "an eye for an eye." 
The main thing the book suggested was that if 
a business is going to go to all the trouble and 
expense of getting customers to call or visit, 
they might as well treat customers well when 
they get there — so they will keep coming 

So Joe set about implementing many of 
the changes advocated in the book. He 
changed his advertising to include only prod- 
ucts he knew he could supply at the prices 
promised. He retrained his sales staff to deal 
with customers honestly and to be up front 
about the limitations of the technology that 
they were selling. Joe was soon pleased to see 
that his store was starting to illicit enthusias- 
tic responses from customers instead of 
gripes. The word on the Internet about his 
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store changed to: 

"It war the place, the people, the friend- 
liness and the general fun attitude that this 
store provided. We were genuinely smiled at 
and welcomed when we came in. Cokes were 
free, as were the jellybeans. Customer history 
is stored on a database and quickly retrieved. 
Computers are treated like members of an 
extended family, and machine-owners are 
treated like aging relatives with big wills." 

Advertising does work, it just has to be 
the right kind in the right place. In the end, 
the authors of Joe's favorite book don't really 
suggest that businesses abandon all their 
advertising. They acknowledge that certain 
kinds of advertising can be very cost effec- 
tive. What they define as listing-type adver- 
tising does work, such as the Yellow Pages, 
business directory listings, and notification- 
type ads placed in the places where shoppers 
expect to find them, such as The Computer 
Paper. The book actually makes specific 
exception to computer publications. 
Discussing types of places that they do 
endorse advertising in, they state: “Similarly, 
in the computer software business, a great 
deal of software is sold at discount prices by 
companies that regularly advertise their 
wares in computer magazines. The ads fea- 
ture, in very small print, long lists of avail- 
able software." 

Ask yourself, are you like Joe? Would 
you like to be treated like the way your cus- 
tomers are being treated? If the answer is no, 
then it might be time to make some changes 
around your business. 

Marketing Without Advertising by 
Michael Phillips & Salli Rasberry is available 
from Nolo Press, ISBN: 0-87337-019-8. Call: 
1-800-728-3555. http://www.nolopres8.com. 
Price: US$19, CW 

Douglas Alder is Publisher of Canadian 
Computer Wholesaler. He can be reached at 
publisher@tcp.ca. 
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